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Here’s our story. Darex Counters are 
built to give you two opposite quali- 
ties in one counter: firm heel base for 
smart style lines plus an easy “comfort 
edge” so you don’t need to be a heel- 
puncher to make your customers com- 
fortable. Lightweight, too. Aren’t they 
worth insisting on in your shoes? 


DEWEY AND ALMY CHEMICAL COMPANY 
CHICAGO CAMBRIDGE MONTREAL 


P. S. And Darex Counters do the same 


for men’s high-grade shoes. 
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HOLD 


FALL 
SHOES 
UNTIL 

1 YOU CAN 

SELL 

THEM! 





‘Consensus of merchant opinion is that July 
clearances of white shoes are destructive, and 
that stores which bought- right will uphold 


efforts to prevent such needless sacrifices. 
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Rock Maple Last Blocks from carefully 
selected quarter-sawed logs are thor- 
oughly seasoned for more than two 
years in sheds, kilns and bins. 


Here the last block is shaped. The block 
revolves at a moderate rate while high- 
speed cutters accurately duplicate the 
intricate contours of the master model. 


_After the turning operation the last sur- 
fate is rough with heel and toe unfin- 

“ished. It then goes to skilled craftsmen 
who trim, sand, polish and check all 
dimensions with minute exactness. 


There are two all-important factors in last making — 
STYLE and FIT. The precision with which our lasts are 
graded has earned for us the reputation of making 
the best-fitting lasts in all sizes and widths ever pro- 
duced in the history of the industry. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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‘This cord sole 


makes sel 


VERY feature of Goodyear’s 
All-Weather Cord Sole helps 
you do a better selling job on shoes 


equipped with it: 


Its rugged appearance tells cus- 
tomers that it’s built for wear- 
resistance. 


Its non-skid tread means safety on 
any surface. 


Its cross-lamination prevents stretch- 
ing. This sole won't buckle or warp. 
It helps keep the shoe in its original 
shape. 


Besides, the name Goodyear stamped 
on it tells your customers that here 


‘ 


Wingfoot, All-Weather—T. M.'s The Goodyear Tire & Rubber Company 
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ling 


is a sole with all the built-in quality 
that has made the name famous. 


Manufacturers, knowing that this 
sole costs no more, are using it to 
increase the value of their shoes. 


And they have learned from ex- 
peri nce that it increases the 


THE GREATEST NAME 


sales appeal of those shoes—that it 
makes shoe selling easier for you! 


TIP TO RETAILERS! 


Specify Goodyear Heels when you have 
leather heels on new shoes replaced with 
rubber. And for maximum customer 
satisfaction use Goodyear Heels in your 
own repair shop. 








« . -FOR EVERY 
DAYTIME 
OCCASION 
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The number of outstanding 
W/E Sole Stitching Machines 
— Model C reached an all-time 
high in March and April of this 
year with a resultant record- 
breaking production for these 















same months. 





Underlying these figures is a 
basic reason in the fact that 






more manufacturers than ever 
before are finding it advanta- 
geous to solve a variety of 
sole-attaching problems by 
the use of this machine and 
its lockstitch seam. 











WAC SOLE STITCHING 
MACHINE—MODEL C 










UNITED SHOE MACHINERY CORPORATION 
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WOMEN in uniform. - And the 
shadow of that thought is frighten- 
ing to all men who have anything 
to do with women’s wearables. 

One of the merchants returning 
from the N.R.D.G.A. convention 
said: 

“I’m having nightmares when | 
learned that a number of states are 
having defense registration—a com- 
plete mobilization of the women in 
cities and towns. So help me, if 
these women get onto the fact that 
the uniform has social significance 
and satisfactions of service, they ll 
turn overnight from the most glor- 
ious styling that women have ever 
had—from casual to hostess cos- 
tumes—and will suddenly blossom 





out in the smart uniforms that we 
see in all the pictures of English 
women. Here is the first indication 
of it—the newspaper story out of 
Washington that Army nurses 
spruce up in new blue uniforms: 
“*The Army’s nurses have found their 
olive drab uniforms too drab for them, 
and at their request, the Surgeon Gen- 


eral’s office has adopted a new two-tone 
blue outfit of covert cloth, it was an- 
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nounced today (June 3). The nurses now 
will have overseas caps, jackets, capes 
and overcoats of dark blue, with skirts 
of medium blue. There will be white or 
periwinkle blouses of broadcloth, and the 
regulation black ties. Black oxfords with 
Cuban heels and grey suede gloves com- 
plete the uniform, with the brass buttons 
and trimmings of the Med:cal Corps’ ma- 
roon furnishing a little relief. For bad 
weather the nurses will have trench coats 
of water-repellent covert cloth, equipped 
with zipper linings of flannel.’ 

“The next thing we know you'll 
have the volunteer Red Cross groups 
in all the churches, meeting rooms 
and clubs asking for something 
signifying their service, even though 
it may only be an afternoon a week, 
knitting socks. Women have been 
given so much! It’s just like the 
perverse creatures they are to go 
uniform on us! 

“I’ve made so many commitments 
for apparel and footwear for Fall 
that any switch would ‘mow me 
down’. Even my own daughter has 
such a yen for anything that looks 
like a military outfit that she is 
actually a one-dress-woman six days 
a week.” 

* ~ - 
THE past is only prologue! Those 
of you who were in responsible 
business positions in the last war 
can remember the changes brought 
about by two amazing men. J. 
Stevens Uimann, the king of kid, 
conceived the idea of high kid boots 


to modestly cover the legs of women 


u.¢@, 


who were culting down dress matr- 
rial by shortening their skirts, as a 
patriotic duty. The tops of the 
boots rose and rose until they were 
calf high. Legs were a novelty and 
colored kid at a dollar and a half a 
foot was Fashion’s fancy covering. 

It took the genius of Julius Gold- 
berg of Chicago to set the spark oi 
fashion and oh, what a dizzy delir- 
ious dollar-full period that was! 
But it was a matter of months to 
make it a universal fashion. 

Both of these famous men have 
died and none seems to have taken 
their place. Today a new idea 
flashes the country over. With the 
speed of the radio and the airplane, 
a style flash in New York today is 





translated into a dress in Los An- 
geles tomorrow and almost with the 
speed of television the machinery of 
fashion turns them out in ready-to- 
wear in dresses under $10.00 and 
in footwear at any and all prices. 


. * 7 


CHARITY can be cruel. Here's 
how. At a recent meeting of a shoe 
group the names of concerns were 
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read off and one name in particular, 
of a prominent store, revealed a 
contribution of only $50. There was 
a sense of. scorn registered in the 
remarks of some of the men present. 
But the owner of the business re- 
mained silent and volunteered the 
same amount this year. The rest of 
them urged him to increase his con- 
tribution, but the merchant held his 
ground and gave no explanation. 
He left the meeting and we ac- 
companied him back to his store. 
On the way he said, “I’m sorry | 
couldn’t increase my donation to an 
organized charity, but I’ve been 
carrying one of my men, at full pay, 
for sixteen months. The man is 
seriously ill and has reached the end 
of his resources. It looks as though 
we'll have to carry him until he 
passes away, because he can never 





do a day’s work again. The amount 
of money that I have to take out of 
the business is many, many times 
that piker $50.” 

In a way, it’s humiliating—this 
new form of pressure charity. 


* * * 


WHITE’s right—and as natural as 
sunshine. Phooey to the guy who 
said at the Styles Conference in Sep- 
tember, 1940, “White’s dead. Color 
is the thing.” 

There’s a rhythm to what you 
wear, just as there is to the move- 
ment of the earth as it bends to the 
sun, bringing Spring, Summer, Fall 
and Winter. We’ve heard the croak- 
ers say “White’s out,” but along 
comes another Summer and there is 
the perennial favorite—white—play- 
ing a return engagement, so that 
one could almost say, Fall, for its 
black and brown; Spring for its 
blue. But Summer is white through 
and true. 


* * * 


A.D. DIAMOND, partner in the 
Reliable Shoe Store, Fresno, Cali- 
fornia, says: 

“Women who have been wearing 
open toe patterns for some time are 





DO YOU KNOW? 





—Do you know what goes into an 
American soldier's outfit? 

—Here goes .. . 16 1/6 lbs. cotton, 
16! lbs. steel, 534 Ibs. leather, 
31/, Ibs. aluminum, 41/5 ibs. wool, 
1/3 Ib. brass, 1'/ Ibs. rubber, |'/2 
Ibs. wood, 1/5 Ib. nickel silver. 

—Some load! 

—Do you know what America is 
spending for Defense? 

—Five billion ($5,000,000,000) has 
already been spent; $13,500,000, - 
000 has already been contracted 
for; $44,000,000,000 has been 
recommended and appropriated. 


—Or, $1200 for every wage earner 
in America. 


ea 


President 





finding the newer wall lasts are giv- 
ing them the same toe freedom they 
enjoyed while wearing the open 
types. We had a number of com- 
plaints from women who thought 
their closed toe fittings were too 
short. Measurements and the X-ray 
machine proved the shoes to be full 
length, with the cause of the com- 
plaint traced to side pressure from 
the box toe. Wall lasts give free- 
dom away from that pressure. 
“According to all indications this 
will be a great season for smooth 
leathers with us. We have a good 
sized country trade which always 
looks on grain finished leathers as 
real leather, while sueded leathers 
are more or less considered to be 
a secondary consideration. With 
this local condition in mind, and 
with the several important tannages 
in grained leather for Fall, we have 
eased off on usual sueded leather 
ordering and gone heavy on the 
smooth finishes. There should be 
a good healthy increase in business 


this Fall, so with the most complete 

stock of shoes, bags and hosiery we 

have ever had on order and with a 

smart new store, we are planning 

for an interesting coming season.” 
7 ” 7 


DRIVING along a road in Old Vir- 
ginia, on a crooked by-path leading 
to Williamsburg, we came across a 
familiar sign, “Sun Dial Shoes,” 
with a second small size sign be- 
neath it reading, “Ask Your Shoe- 
man.” The farmer, on whose land 
the sign was posted, to make it more 
literal, had built an actual sundial 
on the top of a sawed-off trunk of 
a tree. We paused long enough to 
check the solar time against our 
watch and found it an hour slower. 
We were on the point of calling his 





attention to it because he was har- 
rowing in the adjoining field and 
had paused to see what it was all 
about, when we suddenly realized 
that we city dwellers, operating on 
daylight saving time, would be dis- 


playing our ignorance of God’s time. 
* * * 


TRAVEL broadens—and also heals. 
L. P. Neil, of the Neil-White Shoe 
Co., Fresno, California, is gradually 
easing back into harness after doc- 
tor’s orders caused him to stay away 
from very active participation in his 
store until the old heart commenced 
to function better. Reviewing the 
local situation for Fall, Mr. Neil 
sees a decided reason for a good 
healthy condition in his trading 
area. Fresno is right in the heart 
of the San Joaquin Valley. “The 
conditions in the valley were never 
better,” observed Mr. Neil. “All 
kinds of crops are plentiful, with 
every indication of good prices for 
them. There is practically no sur- 
plus labor problem, and people are 
in the mood to pay a fair price for 
good merchandise. By a fair price, 
I means prices which have not been 
jacked up.” 

DONALD NELSON, Director of 
Purchases, in the O.P.M., Washing- 
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ton, who was a successful merchant 
and buyer of millions of dollars of 
merchandise over the years he spent 
in the mail order industry, and is 


now responsible for billions of dol- 
lars of purchases for Uncle Sam, 
says: 


“Permanent changes in our national 
merchandising will take place unless we 
handle this buying program coolly and 
intelligently. And one of the worst of 
them—a runaway price inflation, to be 
followed inevitably by a disastrous eco- 
nomic crash—would certainly take place 
unless the government’s own purchasing 
problem were handied with extreme care. 

“I will not attempt to go into detail 
here about many of the types of things 
we have helped the Army and Navy do 
which have made the purchasing job bet- 
ter. We have helped them distribute 
orders around the country. We have 
worked with manufacturers to get speci- 
fications changed in order to bring about 
economies in production or greater speed 
in procurement. We have brought about 
coordination of the placement of major 
defense orders and contracts so that dif- 
ferent departments of the government 
would not compete for the same facilities 
at the same time. We have reviewed the 
procurement procedures, methods and 
policies of the various departments of 
government and have given them the best 
advice we could give on that subject. 

“I know that you are all interested in 
the fact that the Division of Purchases 
actually does throw its weight into the 
whole problem of preventing the spiral- 
ing of prices. I believe that you as pur- 
chasing agents will all agree with me 


that this is probably the greatest single 
preblem we have in the country today. 
In my opinion, if we allow prices to run 
away, so that costs and wages start to 
chase each other up an ever widening 
spiral, we are going to have a really ter- 
rific deflation afterward; and | doubt 
very much whether even as great a coun- 
try as ours can stand two great deflations 
in one lifetime without bringing about 
fundamental .changes in its form of gov- 
ernment and its economic system.” 
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THERE’S a shoe store in the city of 
New York that has a sign saying: 
“Elimination of fatigue.” That line 
has a great effect on customers par- 
ticularly those who have been shop- 
ping, walking from store to store, 
and from the bus terminal to the 
movies. The merchant called our 
attention to the following, which he 
had clipped from the NEW YORK 
SUN: 

“Lines Written in a Shoe Store” 
“Old shoes always look their worst 

When set beside the new, 
“But new shoes never feel, so good 

As the good old ones do.” 


L. EDWARD SCRIVEN, an impor- 
tant man in O.P.M. because of his 
knowledge of priorities in merchan- 
dising and because he is assistant 
deputy director of the Division .of 
Priorities, says: 

“The plain truth of the matter is that 
you retailers are in for some pretty rapid 
changes in your merchandising habits 
and practices. You are not going to be 


able to get for distribution all of the 
things you have been getting. 

“It is a fact that consumers’ goods are 
being and will continue to be affected. 
This is particularly true of consumers’ 
durable goods. And this means that you 
men as retailers will find yourselves faced 
with many new problems as vital raw ma- 
terials are increasingly allocated for de- 
fense purposes. My plea to you is to 
begin now to anticipate these problems 
and have your alternate procedures 
pianned in advance so that you will not 
be seriously hurt by these changes. 


BRING ON YOUR 
PROBLE 


“Moreover, the mere problem of mak- 
ing changes, employing new techniques, 
developing different points of emphasis, 
is not one that should prove too alarming 
to American merchants who have proved 
themselves the ablest and most imagina- 
tive in the world. My own recent per- 
sonal experiences in England taught me 
that new controls and regulations which 
at the outset seemed extremely alarming 
to retailers generally did not turn out to 
be so bad in the end as the retailers 
thought they would.” 
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“Step over into our sand trap and see how they feel on you." 
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Outlook 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


Make Hay While the Sun Shines 


W ONDERFUL days for retail! Isn’t it amazing what 
good business will do. It will cure most of the troubles 
and solve most of the problems. Men were made to 
worry—and business men develop new worries totally 
different from those that they had before. Now the 
worry is how to get the merchandise, where to put it, 


how to price it, and how to secure a continuing supply. 

The public seems to be walking the merchant’s way 
and it’s easy to see that sales promotion is playing sec- 
ond fiddle to getting shoes made and shipped. But don’t 
take too much for granted. The public has got to be 
wooed with words and windows. The public wants 
more than merchandise—satisfactions of service and 
thrills of desire. It’s time to think of Fall selling to 
keep this flow of customer purchasing power contented 
and constant. 


Good business solves many problems of competition. Mer- 
chants are more neighborly with their competitors because co- 
op«ratively they “can make hay while the sun shines.” There 
has been less talk in the trade of jumping the clearances or 
offering more than the usual bait. In a way, clearances are 
negative, because a good store with timely merchandise feels 
that it can get regular prices— and on whites long after the 
customary July 4th clearance. 

Good business has put a crimp in the cancellation shop busi- 
ness. There are few if any actual cancellations and it’s a moot 
question as to whether or no a store can call itself a cancella- 
tion shop when it must buy regular merchandise in the regular 
way. Yet the old decoy sign “cancellation” conveys to the public 
the impression that more for the money is to be had through 
somebody’s else grief. A little bit of pressure in the right spot 
might bump off a few of these misrepresentation “sharps.” 

Good business has also brought about its own rewards. Many 
a merchant who has “kept his nose clean” is discovering that 
he is getting a little bit better break in his supplies because 
of his past good performance. Not so many shoes are being 
returned to the manufacturer because “gray suede won't fit.” 
That classic remark goes back to the purges in the 30’s. Any- 
thing that’s right is saleable to the merchant but it’s up to him 
to see that it is public-right for the anticipated season. 


We blow this optimistic note on the horn of plenty 
because of the whirr of machinery, rustle of dollars in 
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pay envelopes, and the general good will of the public 
towards any and all merchandise. 

There never was a time when competition—and re- 
member you are a competitor—could be made to walk 
the straight line. Local groups, local associations, and 
men in the same business in the same community should 
get together now to plan their unified approach to Fall 
season selling. Resolutions are so easy to make when 
everyone is on the way up. Back sliding comes when 
things are coasting down. But this is one time when a 
group of men could put themselves on record—because 
it is going to be necessary for them to present a unified 
front, selling an essential commodity to a public who 
must have footwear. Unity must be developed. We are 
not too pessimistic to believe that it can’t be done. It 
would be exceedingly helpful when the rough days come. 

It won't be long now. Ahead lies heavy taxes, short- 
age of labor, restrictions of materials, priorities of 
commodities, and a tough outlook for every man who 
has invested a life and earnings in his business. No 
man can assure himself security of the future by any 
form of investment guaranteeing him income come 
what will, or come what may. In that precarious posi- 
tion, and we are all in it, the only long range security 
we have is the knowledge that day by day we can serve 
with skills essential to a public that must have footwear 
for men, women and children, and must have it indi- 
vidually, not in the mass. For that service, necessitous 
work, some form of living wage or earnings will be 
paid. So, if we make terribly bleak the outlook it’s only 
to contrast present with future—to indicate how bright 
the sun as it shines within the store these busy days. 

You might as well have a little bit of sunshine now, 
because it won't be long before cruel winds will blow. 
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From This WAR Period 


WHEN war fever grows, apparently there is 
little, even in fashion and promotion that escapes 
iis influence. Of the many so-called militiary 
styles, mark this Strap Monk as the shoe which 
dated its general acceptance from the Second 
World War. Long after the plain toe loses its so- 
called military significance, when browns lose 
their promotional “Army” names, and 

return to muftie as good staple colors, 


you will find this Strap Monk popular. 
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JUST as the strap wrist watch 

burst into universal acceptance 

after the last war, so the Strap Monk will be- 
come a standard type for well dressed men after 
this one is over. Because of its unusual appear- 
ance, its acceptance has been limited; but now 
Army officers wear it for dress, privates for off- 
camp grounds wear, and military-minded young- 
sters have taken to it. It’s the one big shoe this 


Fall. and for many Fall shoe seasons to come. 











THE military influence is the keynote of the coming 

' men’s shoe season, as the picture shapes up at this date. 
Where the shoe does not embody the style characteris- 

e tics of the military idea, this is reflected in the darker 


shades of browns of military significance that make up 
a large proportion of Fall lines. 
These darker shades that were at first expected to de- 
velop later in the season have already made up a good 
volume of Fall orders. One, called Chilean Brown, is a 
eeee cordovan shade while the other, a dark brown with a 
ruddy undertone, derives its cordovan coloring through 
its treatment with a dark bootmaker polish, that gives a 
UNDERLYING THE MEN'S FALL STYLE PICTURE light stain to the leather. Both of these colors and the’ 


real cordovans are showing a lot of interest, the first two 


IS A STRONG MILITARY TREND REFLECTED IN in all types and the latter in the brogue patterns. 
BOTH STYLING AND COLOR, THAT WIDENS Right down the line from brogues to the plain toe pat- 
THE PROMOTION FIELD FOR NATIONAL MEN'S terns the trend is toward more comfort in shoes, while 


. still retaining their rugged appearance. Soles are heavy 
SHOE WEEK, SEPTEMBER 13-20. but flexible; softer uppers, even to the heavier grained 
leathers that are showing a good deal of interest, and 
patterns such as the Norwegian front, moccasin and 
plain toe styles, all contributions to the comfort trend, 
are getting a bigger play than ever before. 

Toes are generally broader with plenty of tread at 


Above, left to right: Straight tip blucher with butted tip 
and quarter seam, Robiee, Brown Shoe Co.; three-eyelet 
jodhpur pattern blucher, Roblee, Brown Shoe Co.; five- 
eyelet plain toe blucher with butted quarter seam and 
patented heel tread feature, Freeman Shoe Corp.; Sacra 
toe reamless vamp oxford, full leather lined and doub 

sole, Peters Branch of International Shoe Co.; plain co 

bal oxford of russet tan calf, Conrad Shoe Co. 


Left, left to right: Walled last moccasin blucher with in- 
teresting moccasin seam treatment carried out on quar- 
er, M. A. Packard; a new development of the officer’s 
strap shoe with a slide fastener, by Curtis Shoe Co. 





by R. H. GOODRIDGE 


Right, foreground: Moccasin seam 
mudguard pattern with smooth calf 
lace stay, mudguard and quarter, 
Johnsonian, Endicott-Johnson. Left to 
right: three-eyelet walled blucher 
moccasin of heavy grain antiqued 
calf, Walk-Over, Geo. E. Keith Co.; 
moccasin pattern bal oxford with nov- 
elty decorative stitching to simulate 
heavy pinking, Jarman division of 
General Shoe Corp.; walled. last moc- 
casin blucher with extended quarter 
over lace stay, Winthrop Shoe Co.; 
casual slack type moccasin blucher 
with very flexible sole, featured by 
Peters division, International Shoe Co. 





the ball of the foot. Medium walled or plateau lasts, 


important in the casual or sport types, are also meeting 
Below, left to right: Wing tip blucher on medium walled 


with a lot of acceptance in the wing and straight tip ik iets dtalon af Ganieal Bee Goons ential 
styles in the blucher oxfords. russet tan heavy brogue oxford, Crosby Square division 


: ’ | " ali of Mid-States Shoe Co.; antiqued Norwegian calf wing 

All in all, men’s Fall shoes reflect a real masculine le Reema: Cumsadl Shab Ot; citings tien of ahak 
character with a wider field of promotional possibilities ing carry out the rugged appearance on this double sole 
: a wing tip pattern, Freeman Shoe Corp; cordovan wing tip 

that points to one of the best seasons in yours. brogue with double sole, W alk-Over, Geo. E. Keith Co. 











LET THE 


y CLOTHES 


SSELL THE 


H SIOBS... 


We Give You These Five Costumes as Backgrounds for Summer 
Promotions of Tailored and Dressy Shoes. (For Play Clothes 
Story See May 31st Issue.) 


FOR DRESS-UP AFTERNOONS 
at the Country Club, we give you 
the very smart cool costume above: 
. . . white dress, big dark hat .. . 
as a background for the dressy 
white ...or dark ... shoe. Dress 
shown is an Eisenberg Original. 


FOR SUMMER TRAVEL the suit’s 
the thing . . . in “cheques” or plaids 
... and with it the spectator pump 
in white with color or all-over 
color. Muriel Johnstone’s “Fashions 
Expressly American in Travelers 
“" Cheques” reflect season’s trend. 


- 








ast apts tia RE ee. 
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THE SHEER DARK COSTUME 
for dressy town wear is a Summer 
fashion must. And with it goes the 
very open dressy dark shoe in 
smooth, glossy or sueded leathers. 
Photograph released by the Bu- 
reau of Fashion Trends. 


THE RHUMBA DANCE dress in 
red and white “cheques” with 
green over-plaid is an ideal back- 
ground for slippers matched to one 
or two of the dress colors. Muriel 
Johnstone’s “Fashions Expressly 
American in Travelers Cheques.” 





AND FOR MANY A WARM DAY 
there are clothes like this new 
light weight sharkskin suit in white 
with navy stripes offering a choice 
of navy or white shoes. Photo- 
graph was released by the Cel- 


anese Corporation of America. 












Above—Front of the new Walk- 
Over store in Milwaukee. The 
black glass front with vertical 
metal strips makes for an illu- 
sion of great height. Windows 
have false bottoms, providing 
additional display space for 


the showing of children’s shoes. 


Right—Balcony department in 
which are sold growing girls’ 
and misses’ shoes. The windows 
on the left face Plankinton 
Avenue, and allow plenty of day- 
light to enter the department. 


SINCE the turn of the century residents of Milwaukee 
have come to regard the Walk-Over Shoe Store as the 
place where they can expect the kind of service they 
like. Accordingly, during that span of years the store 
has found it necessary more than once to move into 
larger quarters. 

The latest move took place on March Ist this year. 
The new address is 135 West Wisconsin Avenue, with 
entrances both on Wisconsin and Plankinton Avenues. 
The new store has separate departments for women and 
children, and a “store within a store” for men shop- 
pers who like privacy and convenience. 

The store front is of black glass, with a number of 
vertical metal strips at intervals, giving the appearance 
of extra height. The sign, Walk-Over Shoes, is made of 
three-inch raised enamel letters colored yellow, with 
gold strips of neon running through them so that they 
will stand out at night. Windows are arranged to give 


STORE 
~ Within 
4 Store” 


maximum room for display of men’s, women’s ahd 
children’s shoes. Each window has a false bottom 
which is lighted with fluorescent lighting, a feature 
which provides additional display space for shoes with- 
out affecting the top display. Receding bases on the 
windows produce the effect of showcases, and also 
afford opportunity for repeating the name of the store 
in gold leaf on black stained oak. 

On the Plankinton Avenue side, the entrance to the 
men’s department is separate from the entrance to the 
other departments. Men’s display windows are situated 
along the side, and a large display window is at the 
rear, which is the entrance to Plankinton Arcade. At 
the Arcade entrance there is a small showcase window 
which is used for feature displays. This display is 
particularly valuable, since it is close to one of the 
building elevators which carries about 2000 passen- 
gers daily. 
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NEW WALK-OVER SHOE STORE IN MILWAUKEE HAS A SEPARATE 
DEPARTMENT FOR MEN WITH ITS OWN ENTRANCE, SO THAT THESE 
CUSTOMERS MAY HAVE PRIVACY IN PURCHASING SHOES. NEW 
STORE ONE OF MOST ATTRACTIVE AND MODERN IN THE CITY. 


For MEN Customers... 


Left—View from the front 
of the store showing the 
spacious stairway which 
leads up to the balcony de- 
partment. Handbag and ac- 
cessory department is sit- 
uated at the lefthand side. 


Right—The men’s depart- 
ment in the rear of the 
store is separated from the 
women’s department by a 
narrow ledge. A separate 
entrance to the department 
is on Plankinton Avenue. 


As one enters the store, there is an accessory depart- stretches back from here, ending at a ledge separating 
ment at the left of the entrance, where bags, hosiery, and it from the men’s department in the rear of the store. 
other accessory items are sold. The women’s department [TURN TO PAGE 40, PLEASE] 
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CREGO’S Customer List 
Covers Thirty-Six States 


At left — Crego’s as it looked 
when founded by C. J. Crego, 
the original owner, in 1911. 


Exterior of Crego’s before it 
moved to its present location a 
year ago. The new quarters 
permit much more accommo- 
dations for window displays, 


an important factor’ in selling. 


AN enviable and decidedly unusual record in shoe re- 
tailing has been achieved by C. J. Crego and Son, fa- 
mous Harrisburg, Pa., footwear firm, which recently cel- 
ebrated its thirtieth anniversary in the trade and its first 
year in the present quarters at the busy corner of Sec- 
ond and Walnut Streets. Gratifying increases in sales 
were shown during the past 12 months. 

The business was started in 1911 by C. J. Crego at 15 
N. Third Street in a store that was far different from its 
present modern quarters. 

Despite the vast changes that have been made in 30 
years, a number of the shoe lines remain unchanged, 
and the policies of the firm are still those established by 
the founder. The traditions of quality and efficient ser- 
vice which C. J. Crego proudly upheld until his death 


Below — The modern women’s 
salon of the C. J. Crego and 
Son store, which celebrated its 
thirtieth anniversary in April. 
Up-to-date furniture and fixtures 


provide the maximum comfort 


Boot and Shoe Recorder 





Thirty-Year-Old Harrisburg, Pennsylvania, Firm Now 
in Modern and Attractive Quarters, Still Adheres to 
the Policies of Quality and Service Established by Its 
Founder and Counts These Traditions among Its Great- 


est Assets. 


in 1936 have been continued by his son, Byron E. 
Crego, who became a partner in 1929. The present 
owner considers these traditions the store’s greatest 
asset. 

Crego’s files reveal that their shoe customers are now 
located in 36 states and a large majority of these cus- 
tomers rely exclusively upon the mails for service. Many 
of them, while regular customers, have not been in the 
store for as long as 15 to 20 years. 

Crego’s considers its large mail order business an un- 
usual expression of customer confidence, second only to 
the confidence of hundreds of Harrisburg families who 
have turned to Crego for their shoe needs for nearly a 
third of a century. 

The present store, one of the most strikingly modern 
stores in the Pennsylvania capital city, has separate 
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Mail Orders Prove Customer Confidence. 


shops for men’s shoes and women’s shoes and ac- 
cessories. 

Featured in the women’s shops are such accessories 
as hosiery, matching bags, fine umbrellas and numer- 
ous .novelty creations. The women’s salon is tastefully 
furnished with graceful chairs and settees in natural 
maple and soft rose and blue. Rugs and wall coverings 
are taupe. 

The men’s department is furnished with red leather 
chairs and English hunt prints, making the room decid- 
edly masculine. Flush ceiling lighting and natural illu- 
mination controlled by Venetian blinds combine to make 
this shop one of Harrisburg’s commercial showplaces, 

[TURN TO PAGE 37, PLEASE] 


The masculine touch is provided in the men’s 
department through the use of red leather 


» Ghairs sand English hunt prints as decorations. 
: «! 


% . 





A Representatives of Tanners, Packers 


RECORDER 
FEATURE « 





and Shoe Manufacturers Meet with 
OPACS Officials to Consider Price Dif- 


ferentials between Various Kinds of Hides under 
the Price Ceiling Schedule Recently Announced 
—Farmers Not to Be Adversely Affected, Leon 


Henderson Argues. 


ESTABLISHMENT of price  differen- 
tials between various kinds of hides un- 
der the schedule of price ceilings pro- 
posed by the Office of Price Administra- 
tion and Civilian Supply was up for con- 
sideration on June 3 when representa- 
tives of the tanners, packing companies 
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and shoe manufacturers met~ with 
OPACS officials. 

The meeting followed an OPACS 
statement that price ceilings would be 
fixed for hides, based on a price of 15 
cents for hides of light native cows, July 


take-off. Officials promised that the price 


ceilings would bring “substantially lower 
shoe manufacturing costs,” but categori- 
cally denied that the level of prices was 
discussed at the meeting. It was said, 
however, that the present price situation 
in kid and calfskins is under study by 
OPACS experts to determine whether 
ceilings are necessary. 

Among those attending the meeting 
were D. S. Stauffer, International Shoe 
Co., St. Louis; Kurt Friend, L. J. Green- 
baum Tanning Co.; Edwin Gallun, A. F. 
Gallun & Sons, Milwaukee; Carol Dan- 
ner, American Hide & Leather Co., Bos- 
ton; Harold Goodspeed, A. C. Lawrence 
Leather Co., Peabody, Mass.; and Ralph 
Pope, Northwestern Leather Co. 

a — * 
PREVIOUSLY, Price Administrator 
Leon Henderson advised the Senate Com- 
mittee on Agriculture and Forestry that 
imposition of a price ceiling on cow 
hides would go far in stopping a rising 
tendency in shoe prices, and would bene- 
fit both government and civilian purchas- 
ers of shoes without affecting the income 
received by American farmers. 

Appearing before the committee to 
clarify what he called some “misappre- 
hensions” attributed to OPACS in its at- 
titude toward farm prices, Mr. Hender- 
con testified that fluctuations in hide 
prices have little if any effect on the 
price received by farmers for cattle. In 
advancing his theory that farmers’ in- 
come will not be affected by the pro- 
posed price ceiling, the price adminis- 
trator argued that, since hides are a by- 
product, price prevailing for hides does 
not influence the price paid by packers 
for cattle. 

Mr. Henderson’s testimony came a few 
days after the War Department had 
opened and refused bids for 1,000,008 
pairs of Army shoes. These bids, Mr. 
Henderson told the committee, showed a 
price increase on the average of about 
29 cents a pair over orders placed in 
February. The reason given for the in- 
crease was a rise of approximately 3 
cents a lb. on hide prices since February, 
bringing the price to about 17 cents for 
light native cows, Mr. Hendersen as- 
serted. 

“Tt was alco reported to us that a state 
of nervous apprehension existed through- 
out the leather market with a growing 
volume of inventory accumulation due to 
fears of much higher hide prices,” the 
price administrator said. “Our investiga- 
tions showed that there was no justifica- 
tion for this actual and prospective 
increase in hide prices.” 

Seeking to justify the price ceiling 
proposal, Mr. Henderson added: 

“This level is well above the long 
term average price and is approximately 
46 per cent above the level existing a 
year ago. The fairness of this price to 
the industry is indicated by the fact that 

[TURN TO PAGE 30, PLEASE] 
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GENUINE MARACAIN’ 














g 


T.. mew leok in fashions . . . simple, slim, ceelly-busy 
— necessitates the ase of quality leathers in shees. Trimming clutter is 
taboo in 1941, fer feot-line design and leather are the beauty marks that 
make distinctive shees. Genuine MARACAIN is used the country ever for 
Jast such style-setting shoes that start the industry talking. In a wide choice 
of colors, Genuine MARACAIN ean also be antiqued and polished fer town 
and campus shoes. 


*Designates a hand-grained kidskin originated by New Castle Division. 
Genuine Maracain is not an embossed leather. 


New Castle Division Med Kid Company 


100 Gold Street, New York City 
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30 YEARS IN THE SHOE GAME 


Ben Phelps, manager of Phelps Shoe Co., Ltd. is pic- 
tured holding a shoe sold in 1873, while before him are 
types in style in 1891 when he first started fitting shoes. 


Ben Phelps, of Phelps Shoe Co., Ltd., Shreveport, La., Cele- 
brates His Golden Anniversary as a Shoe Man and Recalls 
Amazing Changes in the Ways in Which Business Is Operated 
Now, as Compared with the Early Days when He Worked in 
His Father's Custom Boot Shop. 


BEN PHELPS of Phelps Shoe Co., Ltd., Shreveport, 
La.; is celebrating his golden anniversary as a shoe 
man, and he quietly chuckles as he thinks of the changes 
he has seen come in that half century of fitting shoes. 

As a schoolboy, Ben Phelps worked in his spare 
hours in the custom-shop which his father, Emanuel 


Phelps, maintained in connection with his retail estab- 


lishment. There were fourteen men employed in the 
shop and the boy ran errands or burnished edges and 
heels with a lamp and hand iron. He learned the shoe 
business from the first stitch to the finished article. 
After finishing school in Shreveport, young Phelps 
entered Washington Irving Institute in Tarrytown, 
N. Y., where he was graduated. Next came a com- 
mercial training course. at Soule. Business College in 
New Orleans, and back to work in his father’s store. 
His title was Bookkeeper, but that meant little in those 
days. He swept out the store, fitted shoes, cleaned the 
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big swinging dil-lamps which were the best means of 
illumination in those far off days, or did what was to 
be done; as he expressed it, he was “everything from 
the porter to the boss.” He smilingly remarked that in 
those days the “wage-hour bill” was yet to be thought 
of, for then the store opened in the early hours of the 
morning to close when all hope of a late customer had 
been abandoned. 

Shopping was done in a different way in the “90's.” 
Half the stock of the store was sometimes scattered in 
the four corners of the town, for many families re- 
quired an assortment of sizes and styles, aimed at the 
entire household, sent to the home, where in complete 
privacy, fitting could be accomplished, and the re- 
mainder returned to the store. For those braver souls 
who dared the interior of a shoe-store Phelps store 
had a small platform, raised one step above floor- 

[TURN TO PAGE 31, PLEASE] 
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In unlined casual footwear, practical shoe- 
makers find Celastic easily adapted and a 
thoroughly efficient box toe. The shape of 
the moccasin type toe is maintained —an 
important feature in shoes that are to re- 
tain their sporty appearance. 


HOW CELASTIC IS USED IN UNLINED CASUAL SHOES 


Celastic is proving successful in casual, play and loafer types. In factory 
production, the dry Celastic box is cemented along the skived tip line 
edge and positioned on the inside of the vamp. Stitching in the plug 
permanently fastens the box. At the pulling over operation the upper is 
turned back and the surface of the Celastic next to the vamp is brush- 
coated with Celastic Softener. The surface of the box toe fuses with the 
leather, making a tight toe unit. 

This Celastic adaptation provides a firm, durable box toe — the character 
of the shoe is preserved and the toe area remains clean and comfortable 


on the foot. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


THE QUALITY 
BOX TOE 
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To the June Bride 


Recently, in the Bullock Downtown 
Store, Los Angeles, a life-sized figure 
of a bride was set up at the entrance 
of the main shoe department. 

A sign reading, PRELUDE AND 
POSTLUDE IN THE BRIDE’S 
TROUSSEAU in the foreground and 
a selection of five pairs of shoes 
caused many prospective brides to 
study the setting. The shoes were: 
Boudoir slippers, $5.00; Bridal shoes, 
$8.95; Going away shoes, $12.95; 
Spectator sportswear, $8.95, and Eve- 
ning dancing slippers, $9.95. 

Not bad business, if you can get it! 

* * _ 
A Collection Drive that 
Worked! 


Here is the story of a midwestern 
firm that had built up a large num- 
ber of “uncollectible” accounts on its 
books, 

Year ’round the store depended on 
an office girl to handle collections 
along with numerous other duties. The 
owner of the store decided to stage 
a collection contest among his em- 
ployees. 

All over-due accounts were divided 
equally among the salesmen, who 
were instructed to devote every 
moment of their spare time to the 
collection of these accounts by letter 
and telephone. The salesmen received 
a “commission” on the accounts they 
were instrumental in collecting. 

At the end of two weeks the un- 
collected accounts were re-shuffled 
and the salesmen tried their approach 
on accounts where others had failed. 

The plan worked and the owner 
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IDEAS 


by JOHN F. W. ANDERSON 


reports that at the end of two months 
the firm’s books were in the best shape 
they had been in for years. 

* * * 


Check Up on What’s Wrong! 


For those merchants who work with 
the medical profession, here’s an idea 
from a local orthopedic store. A loose- 
leaf note book is kept, recording the 
names of all doctors who have sent 
patients to the store. Under each doc- 
tor is listed the name of the patient 
and the date of his visit. 





And a white on black ad is right 


to catch the eye. 





In looking through the notebook 
from time to time it may be noticed 
that the patients from one or more 
doctors may have fallen off. A five- 
minute interview may reveal the an- 
swer and lead the way to restore busi- 
ness and service. 

* 7” * 


Red Star Sales on the Increase 


In the shoe department of Stein- 
feld’s, in Tucson, Arizona, all P. M. 
merchandise was formerly carried in 
a special section—the theory being 
that salesmen would look first in that 
section when waiting on a customer. 
But this idea didn’t work out in prac- 
tice and the department found itself 
heavily overstocked in old shoes. 

When Bob Crews took over the de- 
partment, he decided to try mixing 
the P. M. shoes in with the regular 
me:chandise —in with the regular 
runs of sizes in different types of 
merchandise. Did it work?—In the 
first three weeks after the new plan 
was adopted some 56 pair of P. M.’s 
were sold. And the volume has been 
growing ever since. 

New stock shoes are marked with 
SILVER STARS. Shoes which bear 
a P. M. are marked with RED STARS 
which the salesman can’t overlook. 

“Tt’s been my observation that you'll 
seldom find more than one ‘P. M. 
pusher’ in an organization, often not 
even one,” says Buyer Crews. 

“Because it’s easier to make a quick 
sale from new merchandise, most 
salesmen will show them first. But 
when a RED STAR stares them in the 
face, they'll. stop to think and do 
something about it. 
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IDEA 


ALL WILSONS PLEASE NOTE! 


(The Robert Wilson Shoe Store, Hamilton, Ontario} 


THE WEEK. 


Mr. A. L. Wilson—“I think that your readers may 
be interested in an interesting and very successful 
promotion we recently put over under the name of 


WILSON WEEK.” 


O. P. Ideator—“I hope that the idea is applicable 
to stores other than those operating under the title of 
Wilson for we want to give all our readers a treat.” 


Mr. Wilson—~““It certainly is, but let’s get down to 
details: 

“The whole idea centers on the naming of a certain 
week as WILSON WEEK and offering a ten per cent 
discount to all persons by the name of Wilson who 
buy shoes during that week.” 


O. P. Ideator—“The idea sounds good, but can you 
get enough people by the name of Wilson to come 
into your store at that time to make the campaign 
worthwhile?” 

Mr. Wilson—“This isr’t the first year thet we have 
tried this idea, but this year we covered a larger area 
than ever before. 

“We have around 175,000 people in our city and 
about 25 smaller towns and cities nearby which means 
that we are ideally situated for such a promotion. 

“We covered a radius of 50 miles sending a card 
or letter to every adult by the name of Wilson—one 
each to man or wife. We excited their curiosity by 
sending three cards, each a week apart, the last card 
telling them to watch for a personal letter on the fol- 
lowing Saturday. 

“Here is the test of the three cards and the letter: 


(1) Calling All 
WILSONS 
You are warned not to buy shoes before the 
WEEK of March 24th 
(2) The WILSON MYSTERY 
will be made clear shortly—so 
Look for a Personai Letter on 
Saturday, March 22nd 
(3) OUR WARNING 
Still Holds Good 


Positively Do Not Buy Shoes before 
The Week of March 24th 
Dear Mr. Wilson: 

For the past three weeks you have received a card 
warning you not to buy shoes and no doubt you have 
wondered what it is all about. 

Now the cat is out of the bag! Here’s the story. We 
Wilsons must stick together. The Scotch have their 
clans, various countries have their languages and 
dialects, while we Wilsons, though numerous, have 
only our name. 

So we tlecided to have a Wilson Week and see just 
how many Wilsons want to wear Wilson shoes. 

Our new Spring Styles are here; and what Styles! 

To make this event worth while, for all the Wilsons 
only, the enclosed personal card will entitle you to 
a discount of 10 per cent on any pair of shoes in our 
store. 

My Sales Staff and I will be pleased to greet you 
and assist you in the selection of footwear to suit 
your particular needs. 

The week of March 24th to 29th is your WEEK. 
May. we see you then? 


Sincerely yours, 
A. L. WILSON. 


(ENCLOSED CARD) Wilson Week at Wilson’s 
Tr. Wilso 
Is 
10% on New Spring Shoes 
Good only during “Wilson 
Week”—March 24 to 29, 1941 
Choose Your Style, Then Show 
Your Card. 
O. P. Ideator—“Very interesting, but to our read- 
ers, I think we must tell how successful the campaign 


” 


was. 

Mr. Wilson—“In a 50-mile radius from our store 
we found 1238 adults by the name of Wilson. The 
week we choose for the promotion is generally quiet, 
so I think I may safely say that we cashed in! Wilson 
Week was a greet sales stimulator.” 








Returns Cost Real Money 


To give a concrete example of 
how much returns actually cost the re- 
tail store, we need only mention fig- 
ures from a recent statement by 
Strawbridge & Clothier, one of Phila- 
delphia’s leading department stores: 

“In 1940 customers asked and re- 
ceived adjustments 165,014 times. As 
the cost of these adjustments averaged 
over-a half-dollar each, it can be seen 
how expensive indifference and care- 
lessness become.” And, if you add to 
a cost of $80,000 in adjustments, your 
figure of the possible loss in goodwill, 
it can sound like an awful lot of 
money. ‘ 
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Do Your Ads Get Results? 


Schwab and Beatty, New York ad- 
ve:tising agency, have set down the 
following suggestions to press for im- 
mediate action in your advertising. 
They should be useful to shoe retailers. 

1—Make a definite offer—of a book- 
let, free trial, sample, premium, any 
extra inducement. 

2—Put a time-limit on your offer, if 
you can. 

3—Point out the limited supply of 
your product on hand, if such is the 
case. 
4—If your product is guaranteed, 
stress that this removes any cause for 
delay or inaction. 


5—If the price of your product is 
going up, emphasize that fact. 

6—If the price of your product has 
just come down, use that fact to prove 
the desirability of taking advantage of 
it at once. 

7—Stress again what people lose 
daily by inaction—what they gain by 
acting immediately. 

“In other words, in the last para- 
graphs of your copy remember the 
dictum credited to Napoleon: ‘There 
are two motives to action—Self-Interest 
and Fear.’ Don’t end an advertisement 
without asking for some kind of definite 
action. And use elements of these two 
motives to get it!” 





Otis C. Brannock (right), president of Park-Brannock 
Company, Syracuse, N. Y., and his son, Charles F. Bran- 


nock, secretary and treasurer of the company. 


TWO FATHERS AND TWO SONS IN ONE OF CENTRAL NEW YORK'S FORE- 
MOST SHOE STORES—RECORDER PLAYED ITS PART IN THEIR SUCCESS 


WP in Syracuse, New York, there’s a shoe store which 
has earned for itself the title “Central New York’s Great 


? 


Department Shoe Store.” It is, moreover, a father and 


son concern. 

The store is Park-Brannock Company, at 427 South 
Salina Street, Syracuse. Otis C. Brannock is president; 
Charles Brannock, his son, and the inventor of the foot 
measuring device that bears his name, is also active in 
the management of the store and holds the positions of 
secretary and treasurer. 

Otis C. Brannock writes: “The Boot anp SHOE 
RECORDER has been a part, and an important part, of 
our organization since 1906. Our department heads, 
salespeople and I all read it with much interest. 
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“It has been extremely helpful in guiding us in our 
buying, stimulating new merchandising and display 
ideas, and keeping us posted on what is going on in 
the shoe industry. 

“I have always made it a policy to read carefully the 
advertisements, too, in order to keep posted at all times 
on what the various manufacturers are promoting.” 

Ernest N. Park, co-founder, also has two sons in the 
shoe business, one of whom, Robert S. Park, is manager 
of the men’s shop on the lower level of this store. An- 
other son, Ernest R. Park, is president of the New York 
State Shoe Retailers’ Association and operates a store 
in Rochester, New York. 
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HH 9 WOMEN OUT OF 10; 


ty # are “Lastex*minded 


uw 


NS BRB are YOU cashing in on it? 


| “The moccasin has been in the shoe picture now for so many sea- 
sons that, like ‘Lastex’ yarn, it’s taken too much for granted.” So 
says that eminent fashion authority, Vogue, in its Shoe Fashion 
Digest, Spring, 1941, in which Vogue calls the attention of shoe re- 
tailers to the promotional possibilities of various items. 

Are you, perhaps, one of those shoe retailers who take “Lastex” 
yarn* too much for granted? Do you merely stock a quota of shoes 
with this modern improvement and then let your customers find out 
about it? Are you hiding your light under a bushel? 

Of course, the millions of women now wearing shoes made with 
“Lastex” would no more think of going back to old-fashioned rigid 
footwear than they would think of going back to the cumbersome 
corsets that their grandmothers used to wear. 

But what about the women who have yet to enjoy the individual 
fit and comfort that the stretch technique of “Lastex” yarn has given 
to shoes? Nine out of ten of these women wear foundations, girdles, 


brassieres, slips, hosiery, lingerie, swim suits, gloves, or what not. 


It’s nine to one that any woman who comes into your shoe depart- 
ment is wearing some article of apparel made with “Lastex” yarn. 

Take a tip from Vogue, which has no shoes or yarn to sell. Tell 
your customers about your shoes made stretchable by the magic of 
“Lastex” yarn. Tie up your merchandise with the most widely ad- 
vertised and publicized trademark name in textile history—the 
national symbol of better value in practically every type of apparel 
and accessories. Don’t take too much for granted. 


*PATENTS ASSIGNED TO 


UNITED STATES RUBBER COMPANY 


i eoaanet™ j~ 
BU on cf 
R 4 10 bee 
$ jon’ s . 
bub ° 
THE MIRACLE YARN THAT MAKES THINGS FIT. Aisle 


An elastic yarn manufactured exclusively by United States Rubber Company, makers of “Laton” 
: yarn, Rockefeller Center, New York City. 
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Line is Comp lete 
LITTLEWAYS ...2 WELTS 


61086 


Take your choice; both have the benefit of 70 years 
of Krippendorf skill. All shoes are Cincinnati made; 
have same comfort features, same quality mate- 
rials. We concentrate on one brand, one quality, to 
make finer shoes. Foot Rests are perfect for profit. 


THIS SHOE HAS EVERYTHING! 


cy 


* Veriflexible Construction 

* Cincinnati Quality 

* Seventy Stock Shoes 

* Specialization One Brand 
* Quick Turnover 


THE KRIPPENDORF-DITTMANN COMPANY, CINCINNATI, O. 
NEW YORK SHOWROOM: MARBRIDGE BUILDING 





Washington News Reel 
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it is well above the average for the last 
five years, and by the fact that in re- 
cent months the tanning industry has 
been operating at capacity on hides 
bought at lower levels.” 


* * *# 


In a price review covering the first 
year under the defense program, Mr. 
Henderson gives himself a pat on the 
back with the assertion that although 
industrial production increased 25 per 
cent, the cost of living has been upped 
only 3 per cent. To the price adminis- 
trator, this indicates that the govern- 
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ment, largely through OPACS efforts, 
can “do much” to avoid a repetition of 
inflation during World War I. 
Consumers in New York and other 
cities tell a different story, as house- 
wives protest against soaring prices of 
butter, eggs, meats and other foods and 
newspapers report frantic buying in 
anticipation of inflationary price levels. 
oe * * 


Miss HARRIET ELLIOTT, head of 
the OPACS consumer division, takes 
consumers under her wing twice a 
month in Consumer Prices, official pub- 
lication of the division. 

She offers chatty bits of advice on 
buying wisely, finding substitutes 
where necessary, understanding defense 


adjustments and the types of consumer 
cooperation needed to smooth the flow 
of defense and non-defense goods. 

In their efforts to organize consum- 
ers, Miss Elliott’s staff plans soon to 
publish bulletins on consumer supplies; 
standards, grades and labels; and will 
urge the establishment of consumer in- 
formation centers to advise on buying 
problems and to function as clearing 
houses for consumer information from 
federal, state and local agencies. 


*> * *# 


Latest addition to the mushrooming 
OPACS is a transportation unit to be 
headed by Dr. Lloyd Wilson, Univer- 
sity of Pennsylvania economist. The 
new division, one of many to be added 
as the Henderson agency moves closer 
to an all-out price fixing program, will 
level its guns on any unjustified in- 
creases in transportation costs. 

*” * * 


After one year of government defense 

procurement, Donald M. Nelson, OPM 
director of purchases, confides that gov- 
ernment purchasing is a much “differ- 
ent kind of animal” than buying for 
private industry, that performing in “a 
goldfish bowl” makes the job doubly 
tough. 
. The former executive vice-president 
of Sears Roebuck & Co. generally is 
credited with doing a good job in Wash- 
ington. Actually, Mr. Nelson does no 
purchasing, but chalk these points on 
his record: 

Helped the Army and Navy distrib- 
ute orders around the country; worked 
with manufacturers to get specifica- 
tions changed to promote economies in 
production or greater speed in procure- 
ment; coordinated the placement of ma- 
jor defense orders and contracts to 
eliminate inter-departmental competi- 
tion in purchases; reviewed all govern- 
ment procurement procedures; threw 
the weight of his division behind the 
job of preventing the spiraling of 
prices. 

+ ok * 

Stacy May, statistical expert for the 
OPM and former economist with the 
Rockefeller Foundation, has joined Ad- 
ministration spokesmen in urging the 
country to tighten its belt. 

Because there are inadequate sup- 
plies of certain strategic materials to 
supply both military production and in- 
creased civilian demand curtailments 
will shatply affect distributors selling 
consumers’ durable, Mr. May reports. 
He is quick to add, however, that there 
will be compensating forces at work. 
He draws this picture of consumer in- 
come and buying trends in 1942: 

A reduction to 30 per cent in the 
number of American families in the 
$1,000 a year income category. The 
proportion of family units with in- 
comes greater than $2,000 may rise 
from the 25 per cent in 1939 to over 35 
per cent, with a resultant relative de- 
mand for goods of higher qualities and 
prices. Clothing expenditures will go 
up to $8,500,000,000 as compared to 
$6,900,000,000 in 1939. 
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50 Years in the Shoe Game 
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level. Around this platform ran a 
railing, about waist high, from which 
was hung a thick and very full cur- 
tain. This protected the fair lady cus- 
tomer from the vulgar gaze as she 
either fitted her own shoes, or, if even 
more daring (or more determined to 
enjoy greater foot comfort), she allowed 
the salesman to enter this retreat and 
try on shoes for her. Blushing at the 
exposure of an ankle, the greater com- 
fort obtained by a better fit atoned 
for this lack of modesty. (Ask a junior 
salesman of 1941 if he can believe the 
foregoing!) 

Those were the days when shoes 
were shipped from the factory in bulk, 
often packed in trunks which were 
later sold by the retailer. Not separate 
cartons, if you please, but a mass of 
shoes, These had to be sorted into 
sizes and tied together in pairs with 
a piece of string. Twelve pairs were 
put into a big green box, and, lacking 
the complete label now in use to give 
all details of size, style and widths, 
one pair was clipped to the exterior 
of the box. Little attention was paid 
to widths and most shoes sold were 
D’s and E’s. If the length of the shoe 
was such that the foot could be gotten 
into it and the wearer yet walk in a 
degree of comfort, this was satisfac- 
tory. 

The farnier’ bought the ‘shoes for 
his whole family on his semi-annual 
trips te tewn, To aid him in securing 
the correct sizes to fit the individuals, 
he brought with him pieces of stick or 
a length of string, these representing 
the feet of the future wearer. How 
times do change. Mr. Phelps now has 
every known measuring device, and 
an X-Ray machine besides! 

“In the shoe craft there has been a 
constant improvement in construction, 
pattern and widths, always aiming at 
a fit that will help instead of hinder 
the foot comfort of the wearer,” said 
Mr. Phelps. 

Ever a consistent newspaper adver- 
tiser, Ben Phelps originated the use of 
bill-boards as an advertising medium 
in his section. He had a local lumber- 
yard make up the billboards and con- 
tracted with two painters to paint 
them for him. (From this contract 
has grown a sign and display business 
which is a leading firm in Shreveport 
today.) Painted with a blue back- 
ground, with white border and. white 
lettering, the slogan “Phelps Shoes 
are Good Shoes” invaded every nook 
and corner of the town and in the sur- 
rounding country, barns, roofs, and 
fences took up the story. 

In those early days, Ben Phelps 
went twice a year to Baltimore and 
Boston and the smaller places around 
Boston to buy stock for the store. 
These buying trips were strictly busi- 
ness, except for a dinner or so, and 
quite a contrast to the shoe shows 
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and conventions of the 1940’s where 


part in the programs. Then the trav- 

eling sal paid two calls a year 

the store. Now every few days 

is one displaying the newest 

for the style element counts as 

as 75% in Mr. Phelps’ opinion. 

it was “Papa” who spent the 

money whereas today “Mother” spends 

98% of the amount of money expended 
for clothes for the family. 

Through the years the medical pro- 
fession has cooperated with the shoe 
craft in educating the buying public 
to the need of proper shoe construction 
and the correct and careful fitting and 
styling of shoes. The caré of the feet 
of the children became a prime factor 
in child care so that the feet of Amer- 
ican youth at maturity are no longer 
warped and disfigured with corns bun- 
ions, and. other needless foot ailments. 
A code system was used, for many 
years, marking shoes so that a “Key” 
had to be used to decipher the shoe 
size, sparing the buyer the “shameful” 
knowledge of just how large a shoe 
really was necessary. This is being 
abandoned today, as the more sensible 
consumer buys for comfort rather 
than for a foolish desire to have tiny 
feet. 

Another change noted by Mr. Phelps 
is the change in the attitude of the 
manufacturer. It used to be that the 
name of the maker was recommenda- 
tion enough, and a maker who had 
established his reputation could more 
of less rest on this laurel, to the ex- 
tent of offering little assistance to the 
retailer of his brand of shoes. Ma- 
chines and quantity production with 
the keen competition that has arisen, 
have changed this attitude. Whereas 
the name of a maker still carries 
weight and prestige, style and other 
differences have entered so into shoe- 
selling that the live manufacturer to- 
day is bearing part of the advertising 
costs to push his product, also sending 
out attractive window display material, 
electric signs, and sending out highly 
paid men to put on promotions for the 
retailer. 

Fifty years of selling shoes and 
Ben Phelps, now manager of Phelps 
Shoe Co., Ltd., employing thirty per- 
sons, smiled when asked to tell about 
his hardest-to-piease customer. “We 
have had them, Oh Yes! and still have 
them, but we have so many amusing 
and pleasant experiences I’d rather 
talk about. I am proud of the fact 
that I am fitting the baby feet of the 
great-great-grandchild of a man who 
bought his shoes from me when he was 
the leading physician of this city. I’d 
rather tell of the former residents of 
Shreveport who send orders for shoes 

[TURN TO PAGE 41, PLEASE] 











SUCCESS 
STORY 


MR. J. E. LYNCH 


MANAGER 


HEALTH SPOT SHOE SHOP 
320 E. MAIN ST. 
ROCHESTER, N. Y. 


Prior to joining the Health Spot 
organization, Mr. Lynch had 
never sold Health Spot Shoes. 
He has applied himself and has 
built up the volume in the Roch- 
ester shop to the point where he 
has a nice income (based on a 
weekly salary plus a_ liberal 
share of the profits). 


The pairage in this store con- 
tinues to increase, and in April 
alone there was an 83-pair gain. 
Under the profit-sharing plan, 
the operator benefits as the bus- 
iness grows and the volume in- 
creases. 


You do not have to make any 
kind of investment to operate a 
Health Spot Shoe Shop. 


There are certain qualifications 
necessary, such as knowing how 
to get along with customers, and 
having plenty of energy and 
enthusiasm for the job. 


Your own ability to fit shoes 
properly, combined with the sat- 
isfactory results that Health 
Spot Shoes give, will build you 
a fine following of satisfied 
customers. As the store’s vol- 
ume increases. profits go up and 
so does your income. 


If you can furnish satisfactory 
references as to character and 
past employment, send for an 
application blank today. 


HEALTH SPOT SHOE SHOPS, INC. 
INDUSTRIAL AVENUE 
DANVILLE, ILLINOIS 











Wen experienced manu- 


facturers and retailers think of 
sound construction, particularly 
on lightweight, open toe and 
open heel types of footwear, 
they think of UNISHANK INSOLES 
as the dependable way to com 
bine rigid heel and shank suP- 
port with true forepart flexibil- 
ity. Unishank Insoles provide 


maximum strength where it is 
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Los Angeles Retailers Delay White Sales 


Decide to Make June a Profit Month and Postpone Clearances 
Until Late July or August 


Los ANGELES, CALIF.—June is to be 
a planned profit month with the Los 
Angeles downtown shoe retailers. 
Checking all major downtown shoe 
stores and shoe departments, it is evi- 
dent no retailer is planning to start 
white shoe sales until after July 7. 
One major department store is even 
planning to wait until August for its 
sale period. Several individually owned 
stores are considering a similar sched- 
ule for another year, so sure are they 
of the success of the late sale opening 
for this year. 

This is the first time in the history 
of this community that such a unanim- 
ity of opinion has existed. The action 
is directly traceable to Boot AND SHOE 
RECORDER’s editorial comments on too 
early white shoe clearances, and to 
articles which have appeared in the 
RECORDER over the past several years. 
Local retailers are determined to oper- 
ate their sale periods more in keeping 
with local weather conditions, rather 
than blindly follow dates set in other 
parts of the country, as heretofore. 

Several contributory factors caused 
the individual buyers to take this stand: 
White merchandise is not plentiful. 
Replacements will cost more money. 
Summer in Southern California really 
starts in July and continues through 
September, with the latter month much 
warmer than June. This local condi- 
tion is so evident that a strong move- 
ment is under way, sponsored by the 
Los Angeles Chamber of Commerce, to 
have public school terms start after 
October first and end the latter part 
of June. 

Such white and seasonable shoes as 


June 14, 1941 


will find their way to the mark down 
sections, may be roughly classed as 
“Buyers’ Mistakes” and odd lots which 
will not be resized. 

Many buyers figure good lines of 
whites are worth more on their shelves 
than heretofore, and as inventories are 
not heavy there is no disposition to sell 
this merchandise at a sacrifice. Some 
retailers are even building up a few 
whites, with the thought of having sev- 
eral runs of complete sizes through to 
November. 

[TURN TO PAGE 36, PLEASE] 





Army Bids to Be 
Re-Opened June 19 


Boston, Mass.—It was announced at 
the local Army Base on June 2 that bids 
on C. C. C. and Army service shoes will 
be re-opened on June 19, all bids on 
these shoes, made May 23, having been 


volved are 76,908 Pie of type “B” 
shoes for the C. C. C., 226,908 pairs of 
Type “E,” also for the Cc. C. C., and 
1,000,008 pairs of regulation service 
shoes for the regular army. 

Only three manufacturers partici- 
pated in the bidding on June 2 on 8,083 
pairs of waterproof leather boots fer the 
regular army. Bidders included: 

International Shoe Co.. St. Louis, 
Mo., 8083 pairs at $6.98 per pair; 
Chippewa Shoe Manufacturing Co., 
Chippewa Falls, Wis., 8,083 at $7.45: 
and C. F. Thatcher, Inc., Brooklyn, 
N. Y., 1,400 pairs at $13.60 

The low bid in this case was 80 cents 
a pair higher than the price at which a 
contract was awarded last December. 


SATURDAY ® 
JUNE 14, 1941° 


Predicts Best Shoe Business 
In Many Years 


Cuicaco—Frank W. Cox, manager 
of Stetson Shoe Store, Chicago, gave 
the welcoming address from Chicago 
Retailers at the luncheon for retailers 
held in connection with the Central 
States Shoe Fair Monday, June 2, in 
the Mural Room at the Morrison Hotel. 


FRANK W. COX 

Mr. Cox commended the splendid co- 
operative efforts of both retailer and 
traveler groups from eight States in 
presenting the first Central State Shoe 
Fair. 

“Shoe retailers of the Middle West 
are now approaching the best shoe 
business that has prevailed for many 
years. Retailers attending this shoe 
show come from an area geographically 
situated in the midst of a major portion 
of the defense work in the country. 
Chicago became the logical location for 
this event because it is the center with- 
in a radius of several hundred miles of 
numerous defense programs-and proj- 

[TURN TO PAGE 37, PLEASE] 








use S. 


CONSTRUCTIVELY 


Good showmanship is a part 
of good “shoemanship” just 
as itis part of winning tour- 
nament golf. In other words, 
don't use “tricks” just to be 
“clever’’, but to show your 
customers how your skilled 
shoemanship contributes to 
their foot comfort, foot health 
and personal efficiency. 


X-Ray Shoe Fitting is one 
form of constructive show- 
manship that wins customer 
attention, yet convinces 
customers of your desire to 
provide them with the finest 
fitting service. Parents of 
young children, particularly, 
appreciate your interest in 
their youngsters’ future foot 
health . . . become 

enthusiastic boost- 

ers of your service 





Showmanship 


X-Ray Shoe Fitting is not cost- 
ly, pays for itself in increased 
turnover and profits .. . if you 
buy your X-Ray out of inven- 
tory on liberal E-x-t-e-n-d-e-d 
Payments. Write for details. 


X-RAY 
SHOE FITTER %uc. 


3533 NORTH PALMER STREET 
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Midwest Shoe Fair Big Buying Success 





Cincinnati Show Breaks All Previous Records for Retailer 
Attendance, with Emphasis on Business — Brilliant 
Banquet and Style Show Form Colorful Climax 


CINCINNATI—They ran out of size 
sheets in Cincinnati on June 8, 9 and 
10, and made the sixth annual Midwest 
Shoe Fair a roaring, selling success. 
More than 200 manufacturers, display- 
ing their Fall lines at the Netherland 
Plaza Hotel, were unanimous in their 
feeling that this convention was one 
of the outstanding buying meetings of 
the season. The fair was attended by 
buyers from 18 states in the Middle 
West and South, and they were men 


| with orders to place. 


The Cincinnati show has always 
been carefully timed to give the re- 
tailer an opportunity to study the Fall 
fashion trends and consider these 
trends in careful relation to his inven- 
tory. The cautious dating of this show 
has proven itself in the past six years, 
but never more so than at this year’s 
convention, with the buying steady and 
well planned. The fair opened on Sun- 
day with the largest group of retailers 
that have ever attended a Midwest 
Shoe Fair. When the registration desk 
closed Sunday evening, more than 1500 
retailers had signed into the show, an 
increase of several hundred over past 
years. This steady stream of retailers 
continued throughout the period of the 
show and broke all past records for 
retailer attendance in Cincinnati. 

The 1941 fair was planned as a buy- 
ing event entirely and every effort was 
made to minimize the social side of the 
convention, so that everyone would 
have a full opportunity to utilize the 
time in actual buying. The buffet 
luncheon on Monday, June 9, was an 
innovation. of 1941, and the excep- 
tionally large attendance was most 
gratifying to the entire committee. 
Buyers and manufacturers who couldn’t 
spend several hours at a formal lunch- 
eon, found time to drop in at the buffet, 
meet their friends and eat their lunch 
without cutting too greatly into their 
business day. 

The only planned social event of the 
entire convention was the banquet and 
style show which was held on Tuesday 
evening, June 10. Glamorous, dramatic 
and interesting, it served as a fitting 
climax to the entire Midwest Shoe 
Fair. Under the expert management 
of W. E. Newbold, the show was breath- 
taking from the start. Sparkling model 
stands placed throughout the hall of 
mirrors took the place of the traditional 
runway and gave a new note to this 
interesting fashion parade. The entire 
show was based on a patriotic motif, 
and 24 of the most beautiful models in 
Ohio stepped out on a flag-draped stage 
to show over 100 of the most interest- 
ing and attractive Fall shoes. Glitter- 
ing cellophane costumes, worn by mod- 
els showing evening shoes, introduced 


the fashion parade and gave a new 
and interesting touch to the whole 
show. The models that followed wore 
short white costumes and glistening 
metallic capes that were particularly 
designed to emphasize the shoes. More 
than 1800 shoe men and their guests 
crowded the hall of mirrors to watch 
the show, and then went into the pa- 
vilion caprice to celebrate a most suc- 
cessful convention with several hours 
of dancing. 

Gene Held, general chairman, inter- 
viewed at the close of the fair, ex- 
pressed his satisfaction with the inter- 
est shown by shoe men all over the 
country in most enthusiastic terms, and 
stated that the shoe men in Cincinnati 
felt deeply grateful for the splendid 
cooperation given him and his com- 
mittee. They hope to be able to con- 
tinue the same type of convention for 
many years to come and believe that 
the Midwest Shoe Fair has earned a 
valuable and important place in the 
activities of the shoe industry. 


Finds Military Flavor 
Strong in Southwest 


Los ANGELES, CaLIr.—J. A. Lingg, 
of the J. P. Smith Co. women’s shoe 
division, after making his Southwest 
territory and checking with buyers in 
Southern California, finds stores car- 
rying the better grade of shoes are 
going strong on smooth calf in both 
antique and cordovan finishes. Military 
cuts are on nearly every buyer’s order 
sheet, with the heels detailed from 
12 to 14/8’s. 


Covering the Territories 


Boston, Mass.—Wally Hatch, sales 
promotion manager for the Colonial 
Tanning Company, is now in Cincin- 
nati, covering the territory with Walter 
Cost, who handles the Colonial lines 
there. From Cincinnati, Wally plans 
to cover the St. Louis territory with 
H. T. Tankersley, agent for the patent 
leather Division and with Fred Lyons 
who is agent for the Colonial Split Di- 
vision. 

Archie Kapian is spending a week in 
the Rochester and Binghamton terri- 
tory, with Ed Perry, Colonial’s repre- 
sentative in upper New York State. 

Mike Stiles, of R. L. Stiles & Co., 
Philadelphia, who handles the Colonial 
lines in the Pennsylvania and Mary- 
land territory, has announced that he 
is taking his 20-year-old son, Peter, 
into the business with him. Pete is at 
present in charge of the Philadelphia 
office. 
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Expect Large Turnout 
For Tri-State Show 


PITTSBURGH, Pa.—The attitude that 
the city of Pittsburgh, due to the Na- 
tional Defense Program, will become 
a major shoe buying center, was ex- 
pressed by many members of the Penn- 
sylvania Shoe Travelers’ Association at 
a recent luncheon in the Wm. Penn 
Hotel. 

The Tri-State Shoe Mart, which is 
to be held on July 6, 7 and 8 at the 
Wm. Penn Hotel, Pittsburgh, is ex- 
pected to have the greatest turnout of 
buyers since these shows were inaugu- 
rated six years ago, 

Because of these facts, said Mr. 
Landish, chairman of the show com- 
mittee, reservations are pouring in 
daily from all parts of the country for 
display rooms. The Pittsburgh Shoe 
Retailers’ Association is cooperating 
with the travelers to make this an out- 
standing event. 

Information regarding participation 
fees for the show can be secured by 
writing to the Tri-State Shoe Mart, 
Wm. Penn Hotel, Pittsburgh. 


Severs Connection 


New York—Michael H. Goldenberg, 
formerly connected with Livingston 
Footwear, Inc., as secretary and trea- 
surer, has severed his connections with 
that firm as of June 4. 
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COUPON BRINGS ILLUSTRATED 


Slosberg to Carry 
Freedman Line 


New Beprorp, Mass.—Sam L. Slos- 
berg, formerly connected with the A. H. 
Weinbrenner Co., of Milwaukee, has 
recently joined the sales staff of A. 
Freedman & Sons, Inc., of New Bed- 


SAM L. SLOSBERG 


ford, and will carry their line of men’s 
shoes through eastern Pennsylvania, 
southern New Jersey, Maryland, Wash- 
ing and Virginia. 

Mr. Slosberg, who has long been as- 
sociated with the shoe business, is well 


BOOKLET ON NEW STORE 
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q The Kawneer Company, Niles, Michigan 


Please send free copy of your new illustrated store front booklet. 
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ADDRESS 
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known in the territory he will cover. 
He will make his headquarters at 7020 
Cedar Park Avenue, Philadelphia. 


Correll Joins Haggerty Staff 


Los ANGELES, CALIF.—W. T. Correll, 
coming to the J. J. Haggerty Co. shoe 
department in a selling capacity, was 
formerly part owner of the F & M 
Bootery of Chadron, Neb. 


Carl E. Verburg Elected 
New Central States Chairman 


Cuicaco—Carl E. Verburg, who is 
affiliated with the Michigan retailers’ 
and travelers’ groups which formerly 
presented the Grand Rapids Summer 
Shoe show, was elected new convention 
chairman of Central States Shoe Fair, 
at a meeting held June 2 at the Mor- 
rison Hotel. Mr. Verburg represents 
the William Brooks Shoe Co. The 
Michigan group will act as hosts next 
year. Vice-chairmen from each group 
were also elected as follows: Illinois 
Shoe Retailers, Algot Bowman, of Bow- 
man Bros. Stores, with headquarters in 
Monmouth, Il; C. A. Swanagan, IIli- 
nois Shoe Travelers; Wisconsin Shoe 
Retailers, Sid Weber, of Janesville, 
Wis.; L. L. Imig, the Wisconsin Shoe 
Travelers. Chicago Shoe Travelers’ 
presentation in the vice-chairmanship 
was held over until the next election of 
officers. 


RESULTS 
COUNT! 


—READ WHAT THIS 
MERCHANT 
SAYS... 


‘... have had many 
congratulations on 
our new Kawneer 
Store Front...a fine 
job and we certain- 
ly are proud of it. 
Gives a large win- ray & Co., Char- 
dow space, yet the ‘ette, Michigan 
glass is fully protected because of 
resilient members. For beauty and 
practicality, it fills the bill. Regu- 
lar sales have gone up steadily... 
transient sales increased remark- 
ably!’’ A new Kawneer Store Front 
of bronze, stainless steel or alumi- 
num can bring you profitable re- 
sults, too. Get all the facts. Write 
for free illustrated booklet today! 


Fred Murray, 
owner,Fred Mur- 
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TO 
BUY 


Children's Shoes 


Fast In-Stock Service 
SUPERIOR PRE-WELTS 
builders! 


Real trade 
te retail $1.50 to $2.50 


2-6, D; 6%-8, CD; 8%- 12, 
BCD; 12%-3, 


Leather quarter linings, 
wedge 


heels, leather insoles, 
Combination 3e- 


a 


Detroit 
Jayson Shoe Co. . 


Innersoles 


i ellie ie tie 





The Flexibility sure is swell, 
Let’em wear them, Time will tell. 





NEWFLEX PIGSHIN 








Los Angeles Retailers 
Delay White Sales 
[CONTINUED FROM PAGE 33] 


Fall openings in many cases will 
take place on scheduled time, as from 
July 15 to August 15. Buyers feel a 
merchandising policy of offering cer- 
tain close-out whites at reduced prices; 
maintaining prices of good whites, then 
presenting their Fall promotions all 
during the same general period of July 
and August, will prestige a good profit 
operation for these months. It is felt, 
too, that such a program will produce 
traffic that is buying minded at regular 
prices against a “price” traffic so prev- 
alent when all stores seem to be con- 
centrating on sales in their newspaper 
and window advertising. 


Install New Men’s 
Department 


LAFAYETTE, IND. — Jordon’s Men’s 
Store has just completed a new men’s 
shoe department, in charge of J. Roy 
Jordon. 
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Charlotte Show July 13-15 


CHaRLoTTe, N. C.— The Charlotte 
Shoe Fair will hold its annual show- 
ing of Fall shoes at the Hotels 
Charlotte and Selwyn, here, July 13 
to 15. Some of the outstanding lines 
of the country will exhibit here and a 
large attendance of retailers and buy- 
ers is 

This group holds two shows a year, 
one for the Spring showing and the 
other for the Fall lines. This coming 
event will be the fifth style show in the 
past three years in this town, and be- 
cause of the growing interest in these 
showings evidenced by a regular in- 
crease in attendaneé and lines shown, 
the committee expects this coming event 
will be “tops.” : 

The committee in charge of the af- 
fair are as follows: C. niels and 
Bob Weiner will have ¢ of the 
Hotel Charlotte sample rooms, and 
Jack Croner and C. W. Smith will be 
in charge of those at the Hotel Selwyn. 

Officers of the group are Jack Croner, 
president; C. A. Daniels, vice-presi- 
dent; C. W. Smith, secretary, and Red 
Morgan, chairman of the ways and 
means committee. 


Simon Store Observes 
50th Anniversary 


A.Toona, Pa—The Simon Shoe 
Store, 1411 Eleventh Avenue, recently 
celebrated its fiftieth anniversary, Au- 
gust Simon Bing, grandson of the 
founder of the establishment, is man- 
ager. 





Some Hunk of Chinook 


BELGRADE LAKES, ME. — Dan 
of Newport factory of 
Company, n of 
International Shoe Company, Rus- 
sell Nash, jovial salesman for same com- 

ger eergii s—aegee gag pound 
Chinook salmon Belgrade 
Lakes, Maine. Mr. he and Mr. 
Nash both are ardent fishermen. 
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Moceasin Toe. l 
Flexible Walking Shee. 
Sizes 3-8 
tn Stock 


Easiest to 
Fit 


No factor contributes more to 
your reputation as an authority 
on shoe fitting than to be able 
to fit shoes to other than nor- 
mal feet. In no department is 
this more important than the 
Juvenile. When Mrs. Day’s 
Iideais are stocked, you have 
our years of experience, re- 
search and conperation with 
the medical friucernity behind 
you. For instance, Ideals are 
made on three lasts -—for the 
narrow, average and chubby 
feet—with many patterns like 
the above, adapted to the high 
instep. Get the complete story 
of Mrs. Day’s Ideals. You'll be 
surprised to learn what we 
know about the manufacture, 
fitting and selling of little 
shoes. 


MRS. DAY'S 
IDEAL BABY SHOE CO. 
DANVERS, MASS. 
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Manning Called to Army 


Syracuse, N. Y.—John M. Manning, 
advertising manager of the Park- 
Brannock retail shoe store, has been 
ordered to report for active duty as 
captain of infantry in the United States 
Army at Fort Dix, N. J. Upon expira- 
tion’ of temporary duty there he ex- 
pects to be assigned to foreign service. 

Captain Manning, a native of Lewis- 
ton, Me., graduated from the Univer- 
sity of New Hampshire in the class of 
1929. He was a member of the ROTC 
unit of the university and has since 
then been in the reserves, serving for 
a time on active duty in 1935 at a 
Vicksburg, Miss., CCC camp. - 
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Predicts Best Shoe Business 
In Many Years 
[CONTINUED FROM PAGE 33] 


ects producing thousands of dollars, 
some of which are bound to find their 
way into the retail shoe stores and shoe 
departments.” 

Mr. Cox advised retailers not to buy 
too much but to be prepared for at least 
a 30 per cent gain over your last year’s 
business. “When you buy early,” he 
pointee out, “the manufacturer has a 
better opportunity to supply you, his 
customers, with styles you select for 
your individual locality. 

“Also please bear in mind that the 
manufacturer today has more problems 
in producing shoes than he has had for 
many years. The country’s national 
defense program is taking many work- 
ers, expert in their field, out of the 
shoe factories. This naturally ties up 
work for several days before another 
operator can be put on that particular 
work. The manufacturer also has de- 
livery problems on everything going 
into the manufacture of shoes. So it is 
important that you be patient and co- 
operate with your manufacturers to 
every extent, as I am positive every 
manufacturer will do all within his 
power to have your deliveries as nearly 
on time as possible.” 


Wholesalers to Stage 
Baltimore Show 


BALTIMORE, Mp.—Wholesalers located 
in cities along the Atlantic seaboard 
are to hold a shoe show of their own 
in this city, July 13, 14 and 15, at 
which time it is estimated that about 
200 lines of men’s, women’s and chil- 
dren’s shoes will be on display in the 
Lord Baltimore Hotel. Unlike most 
shoe shows, this show, to be known as 
the Baltimore Co-Operative Fall Shoe 
Show, is timed not to sell merchandise 
for delivery some time in the future 
but to help the wholesaler clear his 
stock of Summer footwear immediately 
and to provide the merchant with mer- 
chandise for late Summer promotions. 
In charge of arrangements for this 
affair is Louis Berman, to whom reser- 
vations should be addressed in care of 
the hotel at which the exhibitors will 
show. 

Promotional matter is being prepared 
by the fair management and addressed 
to wholesalers in Boston, New York, 
Philadelphia and Baltimore, with re- 
tail accounts throughout the East and 
Southeast. 


Jesberg’s Brightened 
For Summer 


Los ANGELES, CALIF. — Jesberg’s 
Walk-Over Store has just been given 
a brightening up process which has 
greatly improved the appearance. The 
back wall of the store formerly had 
shoe racks, but ‘now has a false wall of 
a light buff grass cloth, and lighted 
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PROFIT 
MAKERS 


Sold only through 
Retail Shoe Stores 
and Shoe Departments 


(Sethe 
complete Scott 
Line Catalog 


parts of shoe. Soft 
back. Packed 1 pair in cellophane bag. 
felt. 





Finest grade, soft, pure white 100% wool felt pad fits 
under tongue of shoe, providing a comfortable, resilient 
cushion between 
Packed 1 pair in cellophane bag. 


niversaily recognized 
° for their 


SCOTT'S PINCH PADS 


Sure relief for pinching vamp or throat, or easily cut to fit other 
, pure white 100% wool cushion. Gum or adhesive 
Also available in 50% wool 


SCOTT FOOT APPLIANCE CO. 


OMAHA, NEBR. 


SCOTT'S TONGUE PADS 


shoe and foot. Adhesive back. 

Quick seller. 
LADIES’ SIZE 

Doz. Pairs 

Gross Pairs .... 


the 


scorTT's 
PINCH 
PADS 


GUMMED 
Doz. Pairs ...$ .95 
Gross Pairs ..$10.50 
Z. ©. ADHESIVE 


Dez. Pairs ...$ 1.05 
Gross Pairs ..$11.50 











shadow boxes gives this part of the 
shop a bright appearance. Shadow 
boxes in other parts of the shelving 
also tend to give more airiness to the 
store. A fresh paint job on the play 
shoe section did its part in the smart- 
ening up the interior. 


Otto G. Adams Joins 
Barrett Sales Staff 


FRANKForT, Ky.—Otto G. Adams is 
a recent addition to the sales force of 
the Barrett Shoe Company, here, wo- 
man’s style shoe division of the 
General Shoe Corporation, Nashville, 
Tenn., it was announced by Jack 
Statham, Barrett sales manager. 

Mr. Adams, who will represent the 
makers of Betty Barrett Originals in 
Illinois, Iowa, Missouri and Colorado, 
besides having six years’ experience as 
stylist and salesman to the larger east- 
ern trade from Chicago to New York 
for Pontiac Shoe Company, was for 
seventeen years a buyer for Carson, 
Pirie, Scott & Company of Chicago, 
during which time he made frequent 
trips abroad to visit the shoe markets 
of Europe. He also did some promo- 
tional work for the Physical Culture 
division of the Selby Shoe Company of 
Portsmouth, Ohio. 

In announcing Mr. Adams’ new con- 
nection, Mr. Statham also stated that 
sales of his division are currently run- 
ning 84 per cent ahead of last season. 


Crego’s Customer List 
[CONTINUED FROM PAGE 21] 


and their new air conditioning system 
recently installed has been receiving 
much favorable comment from both 
customers and the store’s personnel. 

Interesting at all times are Crego’s 
window displays. Window displays of 
the firm have received awards and com- 
mendations during every local mer- 
chant’s competitions. 

Donald L. Hess has recently become 
affiliated with the organization, bring- 
ing to Crego’s a wealth of experience 
and a host of cordial business relation- 
ships. 

Kathryn Sherman, who is in charge 
of the women’s department, also cele- 
brates her first anniversary with the 
firm in the capacity of associate buyer 
for the women’s shoe department and 
buyer for the handbag, hosiery and ac- 
cessory bar. 

The establishment handles such well 
known lines as the Crego Cadet, Stet- 
son, Edwin Clapp, Sportocasins and 
Elevators in the men’s group, while De 
Liso Debs, Stetson and Encores are 
among the lines featured in the wo- 
men’s department. 

In marking the thirtieth anniversary, 
a full page of advertising, including 
pictures of the interior of the new store 
and exteriors of the old shop, was pub- 
lished in The Harrisburg Telegraph. 
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Workshoes 
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= MEN'S & BOYS WORK SHOES 
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ART, INC 
KEENE, N. H. 
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Shoe Dressing 


CAVALIER 


SHOE DRESSINGS 


CORRECT CLEANERS FOR EACH SHOE 


FOR SHOE TRADES ONLY 
CAVALIER — MFRS. — BALTIMORE 
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Cowboy Boots 
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““Stenderd of the West Since 1879"' 


COWBOY BOOTS 


Folks are ‘‘Going 
Western,”’ and your qual- 
ity trade will demand the 
original Justin Cowboy 
Boots. Put these Justin 
style leaders in your stock 
and watch them sell at a 

nice profit. 

Write for Cata- 

log and prices. 


aft 3 J. JUSTIN & SONS, Inc. 
FORT WORTH, TEXAS 














Illinois Retailers 
Re-elect Officers 


Cuicaco, ILtt.—All officers of the 
Illinois Shoe Retailers’ Association 
were re-elected at a special meeting 
held June 2, during the Central States 
Shoe Fair, at the Hotel Morrison. 

Algot Bowman, of Bowman Bros. 
Stores, was made convention chairman 
to succeed W. J. Crawford. Officers re- 
elected were: Martin Scherff, president; 
B. E. Rodgers, 1st vice-president; R. 
K. Masters, 2nd vice-president, and 
John Moser, secretary-treasurer. Di- 
rectors are: John Purcillio, M. Good- 
stein, John Pillman, Ed Wagner and 
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G. H. Bass Awards Third Ski Trophy 


Charles M. Dole, left, is awarded the 1940-41 American Ski Trophy eenenas SY by 


G. H. Bass & Co. for his outstanding 


to skiing in connection 


contribution 
organizing and developing of the National Ski Patrol. The award is being made 
on behalf of C. H. Bass & Co. by Roger Langley, right, president of National Ski 


Association. 


Witton, Me.—The 1940-41 American 
Ski Trophy has been awarded to 
Charles M. Dole, organizer and na- 
tional chairman of the National Ski 
Patrol, for his outstanding contribution 
to the advancement of American ski- 
ing. Presentation was made in con- 
nection with the meeting of the East- 
ern Section Chiefs of the Patrol at 
Stowe, Vt., by Roger Langley, presi- 
dent of the National Ski Association, 
acting in behalf of G. H. Bass & Co., 
who have made the trophy possible for 
the third successive year. 

Charles M. Dole’s contribution, while 
not in the competitive field, as was his 
predecessor’s, bids fair to have a far- 
reaching and lasting effect on the safe- 
ty of skiing. His Patrol, starting from 
scratch three years ago, has been built 
into a remarkably well-knit nation- 
wide organization. This wholly volun- 
teer group of skillful skiers is ready, 
able and, above all, capable of admin- 
istering first-aid to those in trouble 


. and is working, constantly, to im- 
prove skiing conditions everywhere. 

To Mr. Dole goes the additional 
credit that the National Ski Patrol has 
won important recognition in two of its 
three short years of existence. Last 
year the national chairman accepted, 
on behalf of his men, the National 
Safety Award and also an honorable 
mention for the American Ski Trophy 
which he so deservedly won this season. 
The winner is selected from nomina- 
tions made by 75 outstanding skiers 
and Winter sports writers. The final 
decision is in the hand of three judges: 
Roger Langley, president of the Na- 
tional Ski Association; Arthur J. 
Barth, secretary of the Central U. S. 
Ski Association; and Fred H. McNeil, 
president of the Cascade Ski Club. 

The trophy itself is a gleaming silver 
Bass Ski Boot mounted, in harness, on 
an ebony-black base. The engraved 
plate carries both the winner’s name 
and that of the donor. 





Joe Lewis. Convention committee: P. 
K. Masters, A. G. Bowman and W. J. 
Crawford. 


Opens Coast Sales Rooms 


Los ANGELES, CAL.—After 15 years 
with Saks-Fifth Avenue in a buying 
executive capacity, Jack Rogers has 
opened sales offices in this city in the 
Foreman Building. He is representing 
these lines: M. Wolf & Son, E. H. 
Strassburger and Julius Grossman, 
Inc. Territory to be covered is Kansas 
City, west, including the Southwest 
and Pacific Coast. With 30 years of 
retail experience behind him, Mr. Rog- 
ers feels well acquainted with retailers’ 


problems, and will endeavor to act 
more as a consultant with buyers than 
as a road salesman. 


Solomon Named A. S. Beck 
Display Head 

New York—Maurice I. Solomon has 
recently been appointed director of the 
window and interior displays for the 
A. S. Beck Shoe Corporation. He will 
originate the window displays for all 
the A. S. Beck stores. 

Mr. Solomon was previously con- 
nected with the Adler Shoe Stores for 
Men as display. director for their 23 
stores, located throughout New York’s 
metropolitan area. 
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tions! The city’s newest and largest 
hotel is located a short distance 


from everything you want to see... 
in the middle of the business, shop- 





TEL 


BALTIMORE, MARYLAND 








WITH 4-POINT FEATURES 


For Successful Selling 


OUR floor-man who fits your 

customer’s foot carefully and 

correctly, will consistently produce 

sales and repeat business . . . provid- 

ing the shoes you carry fit well, look 

well, wear, well, and are truly com- 

fortable. . . . In many of 

America’s leading stores, 

Bellaire Shoes sell con- 

sistently and bring in re- 

peat business. They have 

the 4-point features that 

make for satisfied, loyal 
customers. 


In Stock for 


1411 — White Kid 
Also in Black Kid and Patent 


AAA to C. RETAILS AT $500 





U.S.M.C. Exhibit Room at Boston 


The United Shoe Machinery Corporation displayed some 
outstanding examples of shoemaking, both in design and 
color, in their room on the 7th floor of the Hotel Statler 
during the recent Boston Shoe Fair. As in previous years 
this room attbacted much attention from both shoe manu- 
facturers and shoe buyers, who were greatly aided in the 
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newer designs and ideas as well as the technique of pro- 

duction which are provided each year. In addition, repre- 

sentatives from each division of the corporation’s business 

were on hand to show and explain the newer things in 

the way of machinery and commodities which have come 
into the shoe production field. 
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STEEL TOE 
SAFETY SHOES 
and 
POPULAR PRICED 
WORK SHOES 
Carried in Stock 
GOODWILL SHOE 
ANY 
Holliston, Massachusetts 
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Moccasins 
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SES RR A RETA t RIEL SS RENMEI 
TRAIL MAKER MOCCASINS 
for MEN, WOMEN and CHILDREN 
Best known 
line in Amer- 
ica. Carried 
from Coast to 
Coast by lead- 
ing merchants. 
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COLORS AND 
COMBINA- 
TIONS IN-STOCK 
SEND 
FOR CATALOG 


SACO-MOC SHOE CORP.”°oTiir? 





New York Office—Room 430 Marbridge Bldg. | 





Store Within a Store 
[CONTINUED FROM PAGE 19] 


Fifty-one chairs are lined up the length 
of the department for the convenience 
of women customers. 

At the left, behind the accessory de- 
partment, is a spacious staircase lead- 
ing to the balcony where the children’s 
department is situated. This depart- 
ment is 30 by 36 feet, and seats 43. 
The left side is reserved for small 
children and the right side for grow- 
ing girls and women who want sport 
shoes. Windows along the left side 
of the department face Plankinton 
Avenue, and allow daylight to enter 
the department. Thus a bright and 
inviting department is assured. 

In the rear of the store, behind the 
women’s department is the men’s de- 
partment with its separate entrance 
on Plankinton Avenue. A narrow 
ledge separates it from the women’s 
department, providing all the con- 
veniences of a men’s specialty shop or 
“a store within a store.” 

The store is both modern and beau- 
tiful, and the manner in which it is 
laid out ensures abundant display 
space. Albert O. Daniels is manager 
of this shop. 
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Mileage Theme in Boy Scout Window 














This graphic display, featuring Official Boy Scout Shoes, is currently the feature 


window at the Boy 


Scout Trading Post. Located in the same building with Boy 
who call 


Scout headquarters, it is seen by hundreds of scouts and scout masters 
there on official business. 





April Shoe Production Shows 
Big Increase Over Last Year 


WASHINGTON, D. C.—Shoe produc- 
tion in factories reporting for April, 
this year, shows an increase of 0.3 per 
cent over March, 1941, and an increase 
of 34.4 per cent over April last year, 
according to the latest figures released 
by the Bureau of the Census, Depart- 
ment of Commerce. 

Because of the large government 
shoe purchases for the Army this year, 
this now-important item is classified 
in these reports. Production of shoes 
for the government in April, this year, 
amounted to 511,125 pairs of dress-type 
shoes and 740,410 pairs of work-type 
shoes. These figures represented in- 
creases over the production of these 
type shoes in March of 50,304 and 
43,503 pairs respectively. 

Men’s dress shoes showed an in- 
crease of 330,076 pairs over March, 
1941, 1,585,426 pairs over April, 1940, 
and 2,324,871 pairs in the period from 
January to April, inclusive, over the 
corresponding period last year. 

Men’s work shoes showed increases 
of 107,702, 773,989 and 1,176,013 pairs 
in the same comparisons. 

Women’s shoes showed a decrease of 
829,777 pairs in April from the pre- 
ceding month, March, this year, but an 
increase of 4,249,263 pairs over April 
last year, and of 7,107,422 pairs in the 
four-month comparison. 

Youths’ and boys’ shoes showed in- 
creases of 93,949, 533,043 and 1,260,571 
pairs; misses’ and children’s shoes, a 
decrease of 247,803 pairs, and an in- 
crease of 1,018,198 pairs and 1,331,570 
pairs; infants’ shoes, a decrease of 


90,050 pairs, and an increase of 430,074 
and 1,145,861 pairs, respectively. 





W. B. Guthman to Retire 


Cuicaco, ILt.—William B. Guthman, 
member of the Chicago Shoe Travelers 
and one of the oldest shoe travelers on 
the road, has announced plans to re- 
tire on July 1. He has been in the shoe 
business for 50 years and has been 
selling shoes on the road for 40 years. 

Mr. Guthman was formerly a mem- 
ber of the firm of Guthman, Carpenter 
and Telling, Chicago jobbing house 
which liquidated in 1928. He has tra- 
veled for L. V. Stickeles Shoe Co., Red 
Wing, Minn.; W. L. Kreider, Elmira, 
Pa., and Hannahsons Shoe Co., the 
latter for the past five years. He has 
covered the Chicago area, Illinois, Ken- 
tucky, Tennessee, St. Louis and In- 
diana. 

Many of his old friends from the 
retail trade were on hand to extend 
their good wishes to him on his retire- 
ment at the Central States Shoe Fair. 





Named Basement 


Merchandiser 


Boston, Mass. — Jack Cohen, for- 
merly assistant to Robert Mitton, gen- 
eral merchandise manager of ready-to- 
wear in the Jordan Marsh Co. depart- 
ment store, has been appointed base- 
ment merchandise manager in charge 
of shoes, women’s ready-to-wear, chil- 
dren’s wear, underwear and acces- 
sories. This is the position formerly 
held by Robert Coyne, who is now in 
charge of the merchandising of men’s 
and boys’ wear. 
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50 Years in the Shoe Game 


[CONTINUED FROM PAGE 31] 


back to ‘Ben Phelps’ from Africa, 
South America, and Hawaii, to men- 
tion a few of the places we get orders 
from. (Just last week I had a very 
real dissappointment when the post- 
office returned a package of shoes or- 
dered by a customer in Denmark as it 
was impossible to deliver them.)” 

On his desk lay the latest issue of 
Boot and Shoe Recorder, open to the 
editorial page. “Do I read trade-jour- 
nals? Indeed I do! I’ve been in this 
business for fifty years but that is not 
long enough for me to learn all there 
is to know about the craft. I know 
Everit B. Terhune, president of this 
magazine, personally and many others 
on the staff. I think the editorials are 
fine. I take real pleasure in the per- 
sonality stories and rarely an issue 
but brings me news of someone I know 
in the shoe craft. This magazine, to 
which I have subscribed since its 
earliest days, stands for the ethical 
and moral upbuilding of our craft, and 
because of this fact and the interesting 
articles and news I get regarding styles 
and business trends, I read it relig- 
iously.” 

Ben Phelps as a citizen is a real 
asset to Shreveport. He gives gen- 
erously of himself, his time and his 
money to civic endeavors. In addition 
to many other services he is a member 
of the local selective service board. His 
list of affiliations is lengthy and many 
letters and testimonials bespeak the 
fact that he is beloved and respected 
in his own home town. 

A Golden Jubilee of shoe selling! 
More than this, though, for Ben Phelps 
has heaped up for himself a reputation 
for clean competition, handling the best 
of merchandise, for helpfulness, hon- 
esty and courtesy. May he celebrate his 
Diamond Jubilee as a shoe man as 
happy, healthy and successful as he is 
today! 


Fall Glove Colors Out 


New YorkK—The 1941 Fall Glove 
Card, portraying twelve colors in 
leather, has just been issued to mem- 
bers of The Textile Color Card Asso- 
ciation. it was announced recently by 
Margaret Hayden Rorke, managing 
director. 

As previously announced, the collec- 
tion includes the six colors already 
adopted for women’s Fall shoes, as 
follows: Golden Tobacco, Rice Brown, 
Kona Red, Paniolo Tan, Turftan and 
Bluejacket. Pineleaf, Limestone Beige, 
Trophy Gold, Soldier Blue, Old Glory 
Red and Varsity Green constitute the 
remaining shades. 


In addition to keying with the shoe 
and handbag colors, these glove tones, 
it was pointed out by Mrs. Rorke, are 
in close harmony with the Fall colors 
adopted by the Association’s Millinery 
Color Committee. 
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$5.00 PRIZE-WINNING 


Fet Peeves 


OF SHOE SALESMEN 


Mr. Charies S$. Rudolph, Wilson's Shoes, 
6525 Deimear Boulevard, St. Louis, Mo. 


J. The customer who continues reading a newspaper while you 
work yourself into a lather trying to sell her a pair of shoes. 


2. Peeve breaker. Slip a smart model on her foot—give the heel a tap 
with your shoe horn and say, “These have Scuffless ‘Pyraheels.’” 
It’s a point of interest that gets their attention every time. 


You can avoid complaints by specifying 
Du Pont Scuffless “Pyraheel” plastic heel 
covering. It comes in almost all colors and 
leather effects. Costs you nothing extra — 
and is used by almost all manufacturers. 


Scuffless heels give you an extra talking 
point, too. They resist checking, cracking 
and scuffing—and look new as long as cus- 
tomers wear the shoes. Remember to specify 
Scuffless heels on your nezt order. 





HOW TO WIN $5.00 


Shee Salesmen —Send in your “Pet 
Peeves“ like the two above. For every 
set used, Du Pont will pay you $5.00. 
In case identical ‘‘peeves“ are submil- 
ted by more than one person, the $5.00 











_ Heavy Buying at Southwest Style Show 
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| Record Attendance at Successful Showing—Military Influence 
Apparent in Shoes for Men, Women and Children 
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NEWFLEX PIGSKIN 


Riding Shoes 


RIDING 
BOOTS 


IN STOCK 
FOR MEN, WOMEN 
and CHILDREN 


ALSO 
JODHPUR & FIELD 
BOOTS 
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Macon Retailers Welcome 


New Members 


Macon, Ga.—Frank Hardwick, Bill 
Westbrook and Earl Bennett have been 
named members of the Food Commit- 
tee of the Macon Shoe Retailers’ Asso- 
ciation at a meeting held at the New 
Yorker restaurant. Sam Brown, Bob 
Taylor and Harry Burton are new 
members of the entertainment commit- 
tee. Both of the committees will serve 
for six months. 

New members introduced at the 
meeting, which was held on Monday, 
June 2, were A. L. Taylor and W. C. 
Westbrook, of the shoe department of 
the Burden-Smith Company, and Sam 
Brown and J. W. Burns, of Boyd’s 
Shoe Company. The luncheon meeting 
was well attended by shoe store man- 
agers and salesmen. 


Joins Wyman 
Children’s Department 

SoutH BEND, IND.—Chas. E. Speth, 
of George Wyman & Co., has announced 
the appointment of Miss Lucille John- 
son to be in charge of the children’s 
shoes. 
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Fort WortH, Texas—The first mid- 
year shoe show, the Southwest Fall 
Style Shoe Show, sponsored by the 
Southwestern Shoe Travelers’ Associa- 
tion held here since the Summer shows 
were inaugurated by the travelers, was 
one of the most successful ever held, 
according to W. T. Mitchell, secretary- 
manager of the show. Neither Mr. 
Mitchell nor A. E. Allen, president of 
the travelers, would estimate amount 
of business transacted at this show, 
held at the Texas Hotel, here, May 
25-28, but buying was brisk and fig- 
ures were estimated to be far ahead of 
the Fall show in Dallas last June, 
mainly because business conditions gen- 
erally are better in this section, and 
the retailers are anxious to get their 
Fall orders in early to insure delivery. 
Most retailers bought a few more 
pairs of each style than usual, helping 
the final totals, and the most pro- 
nounced buying was among better 
grades of shoes, while the popular 
priced shoe buying was only fair. This 
indicates better conditions among 
Southwestern shoe men, the travelers 
believed. 

Over 2000 retailers, travelers and 
members of allied industries attended 
the shoe show from Texas, Oklahoma, 
New Mexico, Louisiana, Kansas, Mis- 
souri, Arkansas, Tennessee, Missis- 
sippi, Arizona and Colorado. A record 
number, nearly 200 lines, were on 
display. 

The military influence was felt even 
in this show as many lines, women’s and 
children’s as well as men’s, had pop- 
ular styles with the military touch. The 
military influence also is given credit 
for the many lower heels making their 
appearance on women’s shoes at this 
show. In children’s shoes besides mili- 
tary oxfords and pumps, maccasins 
were good sellers. These are patterned 
after the grown-up styles. Children’s 
shoes with bootmaker finish also sold 
easily. Orders for children’s sport 
shoes, in two-tone combinations of 
brown and beige and the tailored ox- 
ford and loop-tie were frequent sellers, 
but the staples in these lines had their 
usual percentage of business. 

The popularity of play and sport 
shoes in the Southwest was noticeable 
in the large number of play and sport 
shoe displays here. These outnumbered 
the staple lines, and have increased 
greatly at these shows in a short time. 
In sport shoes, as well as in dressier 
types, suedes and combination suedes, 
headed the list of most sought ma- 
terials in women’s shoes. Many of the 
sport shoes had bright combinations to 
add color to Fall wardrobes. Oxfords 
and moccasins again were styles most 
sought. Antique, turf and platano tan, 
in smooth leathers were other leaders 


in this field. Turf and antique tan also 
were used in the dressier lines. How- 
ever, black suedes, with stitching, or- 
naments, or without, and suedes com- 
bined with kid, lizard, nail-heads, et-., 
led the sales for most lines of women’s 
shoes. Pumps, ties, and a few sandals 
were the types of women’s shoes shown. 
It was estimated by one large mid-East 
exhibitor that sales on blacks at this 
show probably amounted to 60 per cent 
of total sales, while antique tan would 
get 20 to 25 per cent of business, the 
remainder being divided among blues, 
wines, greens. 

Wall lasts and bump toes shared the 
spotlight with open-toed shoes for wo- 
men. Open-toed shoes are still worn 
in this territory the year ’round and 
are good sellers at the Fall shows. 

The military influence is most pro- 
nounced in the men’s lines, with the 
military oxford leading seller for Fall. 
Moccasin patterns are increasingly 
good in Winter lines. Double sole 
brogues were prominently displayed. 
Plateau lasts and plain toes marked 
some other styles of men’s shoes: Brown 
is still leading color for men’s shoes in 
this part of the country. Latest cow- 
boy boots displayed had shorter tops, 
fancy patterns, and a variety of colors. 
Cowboy boots are no longer just for 
cowboys in this part of the country, 
but are worn by men in all walks of 
life, and they have become an impor- 
tant item for many shoe men. The 
rodeo bootee, a promotion for the 
Southwest, which will probably have 
its best sales in this section, was shown 
by several different lines. The bootee 
is a snug-fitting shoe, patterned after 
the cowboy boot. Its slim toes square 
off at the end. Shoe also has regular 
boot heel, rounded in back like the cow- 
boy boot. 

At the business meeting for the Tra- 
velers’ Association held May 24, prior 
to opening of the show, members voted 
to purchase $1,500 in defense bonds. 
Members also approved plan submitted 
by officers to finance members of the 
association that are not now on the 
road, but who could be making a living 
as travelers, if they had backing from 
the association to help their return to 
the road. 

All officers of travelers were present 
including A. E. Allen, W. T. Mitchell, 
E. H. Muse, treasurer; Nat Cohen, 
chairman of board, and others. The 
treasurer’s report showed that the as- 
sociation is in very good condition, and 
most travelers reported increased busi- 
ness for their lines this year over last. 
No officers were elected at this meet- 
ing, as this is done at the January 
meeting held in connection with the 
annual convention of the Shoe Retail- 
ers’ Association. 
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Another New 


TRENTON, N. J. 


SHOP 


Herman Forster 
OWNER 


Owned Dr. Scholl Foot Comfort Shop 





You, too, can own your own business like highly successful 


being ope 


shops now 
rated from coast to coast. You are backed by the vast Dr. Scholl 
its years of experience — feature nationally 


tion — benefit b 
Sout internati y known Dr. Scholl merchandise and service. 


MANY GOOD CITIES STILL AVAILABLE — Take advantage of this 
paid future security. Approximately $5,000 .ome r 


ment protection. es and 
an Widest dengs.. Act NOW . 


uired, wich a hed Ad 


rovided, and intensive training 


. write or wire Dept. B for full information. 


THE SCHOLL MFG. CO., inc. 213 W. Schiller St., Chicago - 62 W. 14th St., New York 





Price Reaction Seen Only in 
Lower Grades at Boston Show 


Boston, Mass.—At the close of the 
Boston Shoe Fair, held here June 2 
to 5, manufacturer-exhibitors expressed 
themselves as generally satisfied with 
the volume of business done, although 
some engaged in making volume grades, 
particularly women’s shoe manufac- 
turers, said frankly that there was a 
tendency on the part of the buyers to 
risist price advances which were asked. 
These advances, ranging from 7 to as 
high as 15 per cent, definitely cannot 
be absorbed by the retailer, buyers 
pointed out, adding that it would force 
them to change their pricing policies. 
Manufacturers of higher grades, in 
which the advance, in terms of per- 
centage, has not been so marked, ex- 
perienced little difficulty on this score. 
Men’s manufacturers, in fact, re- 
ported that an average increase of 10 
per cent had been accepted without 
question. 

So great has been the demand for 
Fall shoes in every maricet that some 
manufacturers of men’s, women’s and 
children’s shoes find themselves in the 
position of being unable to meet the 
demand. These are not large produc- 
tion units. They are companies making 
an average of around 1500 pairs per 
day who have been forced to chose be- 
tween doing a good job of servicing 
old accounts who have bought more 
heavily than usual, and accepting new 
business. A number of such cases were 
reported. 

Fill-in business was very good at 
the Fair, buyers taking the opportunity 
to replenish stocks of whites where 
they could find them as well as placing 
re-orders on play and casual” shoes 
of the type just beginning to sell 
throughout the northern part of the 
country. Some southeastern whole- 
salers reported that retailers in their 
part of the country, having already 
exhausted their supplies of Summer 
shoes and finding themselves unable to 
get more quickly, are planning to place 
their Fall shoes on sale as soon as 
they get them, no matter what the 
weather conditions may be. 

An unusually successful feature of 
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New Long Island Shee Shop 


This attractive shoe shop is in Lord & Taylor’s newly-opened store at Manhasset, 
Long Island. Located on the main floor of the store, the department is charm- 


ingly feminine in decoration. 


Huge red roses paper the 
French chairs alternate with settees over which are hung shadow boxes. 
ing is oyster white with a graceful apple green border. 


wall and oval-backed 
The ceil- 
The exterior of the win- 


dow unit is tinted to make a becoming frame for the shop interior. 





the show this year was the annual golf 
tournament, held at the Wollaston Golf 
Club on June 2 and participated in by 
more than 200 members of the shoe, 
leather and allied industries. 


New Heywood Vice-Presidents 


Worcester, Mass.—Charles S. Hoar, 
for many years assistant treasurer of 
the Heywood Boot and Shoe Co., of 
this city, as of June 1 has been made 
vice-president in charge of production. 
Mr. Hoar, says an announcement is- 
sued by Chester D. Heywood, president, 
will continue to contact the accounts 
with which he has maintained close as- 
sociation over a long period time. 

Edward A. Fargo, Jr., formerly with 


the Florsheim Shoe Co., of Chicago, and 
more recently a member of the Hey- 
wood staff in New York City, has been 
made a vice-president in charge of 
sales and advertising. He will devote 
the major portion of his time to the 
matrix end of the business. 


Shoe Man Heads 
City Association 

CLEVELAND, OHIO — King Daywalt, 
manager of the Stone Shoe Co. store 
at Shaker Square, is the new presi- 
dent of the Shaker Square Association. 
He has been a business man at Shaker 
Square for ten years and has managed 
the Stone store for seven years. 
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2000 Pairs of Shoes for Britain 


Santa Barbara, Calif.—More than 2000 pairs of shoes of 
been dropped in the barrel above in the seven months it 
shoe store of Michel A. Levy, here. Nearly all the shoes 
this “Barrels of Shoes for War Refugees” have been in usa 
have received minor repairs at the store. 
Michel A. Levy, left, and Miss Marguerite Wilkins survey samples, here, from 
those recently dropped in the barrel. 





Interesting Meeting Planned 
For NYS Convention 


ROCHESTER, N. Y.—Because of de- 
mands by shoe men for expert infor- 
mation to guide them through the un- 
certainties of national emergency, Er- 
nest R. Park, president of the New 
York State Shoe Retailers’ Association, 
urges every shoe retailer in the state 
to attend its convention at the Onon- 
daga Hotel, Syracuse, June 15, 16 
and 17. 

With assurance that exhibits of Fall 
shoes and other merchandise will also 
be of unusual interest, he asks partic- 
ularly that small retailers be at this 
convention for one or more days to 
join with representatives of larger 
stores in working out plans for con- 
ducting business profitably through the 
crisis and peace that will follow. 

William Pidgeon of Rochester is con- 
vention chairman. 

Since Sunday, June 15, will be de- 
voted largely to inspecting exhibits and 
buying, manufacturers are asked to 
have their exhibits installed so that 
they will be ready for business that 
morning. 

John Slater of New York will pre- 
side at a meeting of the board of direc- 
tors Sunday evening when such issues 
as legislation, prices, styles and future 
policies of the association will be con- 
sidered. 

Problems which perplex many shoe 
retailers at the present time will be 
considered at the open forum meeting, 
to be held Monday with Arthur D. An- 
derson, editor of Boor AND SHOE RE- 
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CORDER, presiding, and an open discus- 
sion of them. 

Monday evening the annual banquet 
will be held. Harold R. Quimby, editor 
of Creative Footwear, will be toast- 
master; the chief speaker will be Dr. 
Allen Stockdale, noted orator, and a 
quiz program with $50 in prizes for 
successful contestants will be included. 

William Pidgeon will have charge 
of the round table discussion, which 
will be a feature of Tuesday’s meeting, 
when more problems of vital importance 
to shoe retailers will be discussed. 

At the annual election of officers, to 
be held Tuesday, it is expected that 
John A. Beaumont, first vice-president 
of the association, will be advanced to 
its presidency. 

Ernest N. Park of Syracuse, chair- 
man of the local committee making 
arrangements for the convention, has 
completed plans for numerous features 
for the entertainment of visitors, with 
other events to make it interesting and 
valuable to them. 


Frank Knapton Named 
Buyer for Coast Store 


WATSONVILLE, CALIF. — Frank R. 
Knapton is now shoe buyer for the 
Charles Ford Company, one of the old 
established stores on the Pacific Coast. 
Mr. Knapton has held several respon- 
sible shoe buying positions in represen- 
tative California stores in the severai 
years of his wide experience and is 
now happily located. 


Obituaries 


William J. Muckle 


MILWAUKEE, Wis.— William J. 
Muckle, 75, former shoe manufacturer 
and retailer, died at his home here, re- 
cently, of a heart attack. Mr. Muckle, 
who retired in 1936, was president of 
the former Rich Shoe Co., here, for 15 
years and later, for more than 10 years, 
operated a retail store on the city’s 
west side. 

For years Mr. Muckle was active in 
the affairs of the Milwaukee Shoe Re- 
tailers’ Association and the Wisconsin 
Shoe Retailers’ Association, and served 
as an officer of both groups on various 
occasions before his retirement. 

A native of Belfast, Ireland, Mr. 
Muckle came to this country as a young 
man and had lived in Milwaukee for 
more than 30 years. He was a mem- 
ber of the Wisconsin commandery, Wis- 
consin consistory, the Triopli shrine 
and numerous Masonic bodies in New 
York. 

He is survived by his widow, two 
sons, a daughter, a sister and a brother. 


Michael Murray 


LEAVENWORTH, KANSAS — Michael 
Murray, 61, a well known shoe man in 
this territory, having been associated 
with the trade in both retail and whole- 
sale connections practically all his life, 
passed away recently in his hotel room, 
here. 

Mr. Murray started in the shoe busi- 
ness in Leavenworth, at Ettenson’s. He 
was later buyer for Crosby Bros. Com- 
pany, of Topeka, for several years go- 
ing from there to Omaha as buyer for 
one of the large department stores in 
that city. Later he joined the Nugent 
Department Store of St. Louis, as 
buyer, leaving there to go on the road 
for a shoe manufacturing firm, where 
he remained for several years, making 
his headquarters in St. Louis. . 

Surviving him are a niece and a 
nephew. 


Edward Kalas 


Cuicaco, ILt.—Edward Kalas, who 
had been representing the Portage Shoe 
Co., Portage, Wis., in the Chicago area 
for the past 18 years, died recently at 
his home. He had been ill and away 
from his territory for some time. 

Funeral services were held from his 
home. He was a member of the Chi- 
cago Shoe Travelers Association. 


Clifton Williamson 


MONTGOMERY, ALA.—Clifton William- 
son, traveling representative of Inter- 
national Shoe Comnany for more than 
30 years, died at his home, here, after 
an extended illness. 
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SALES ARE MADE OR LOST 
AT THE FITTING STOOL. 





€¢ No article of wearing apparel carries 
with it greater need for personalized 
sales skill than the selling and fitting 
of shoes — Now is size-up time. 99 
Quotes Boot & Shoe Recorder 
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SALESMEN WANTED 


LINE WANTED 


WANTED TO PURCHASE 





.SALESMEN—to sell outstanding line of Suede 
Rubber Brushes in ee —- Quick 
sales and large repeat orders. Libe ral Commis- 
sions. Sideline. State Reference, ears and 
experience. Address $186, care & Shoe 
a. 100 East 42nd Street, New York, 
Bs 





POSITION WANTED 


WANTED! Position as Buyer and Manager in 
high-grade Retail Shoe Store or Department. 
Will go anywhere. Available August 15th. 
Address $187, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. 








FOR SALE 


ORTHOPEDIC SHOE STORE, well estab- 
lished; Will sell with or without stock; 
modern front. Other interests necessitate sell- 
ing. Investigate in person Thursday evenings 
between 7 and 9 PM at Conformal Shoe Store, 


6 West 37th Street, New York City 
$l, 000 Buys Pe ary Equipped Famil 
*Shoe Store in a Western New Yor 
Industrial City of good population. Modern 
front; full floor covering; established business 
for years. Wonderful opportunity for indi- 
vidual with limited capital. Good lease; owner 
wishes to sell because of other interests. Ad- 
dress $189, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y 











WANT TO LEASE 


tt ES IN LEASING SHOE DE- 

TMENT in Ladies Ready-to-Wear or 
pipers Store in fast growing manufactur- 
ing town. Location preferred in South Caro- 
lina, Georgia or Florida. Address $185, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York, N. Y. 











Gude’s Installing New 
Sports Department 


Los ANGELES, CALIF.—The fourth 
floor in the Gude Shoes Building is to 
be converted into a sales room for wo- 
men’s sportswear and shoes in keeping 
with the new department. The Gude 
copyrighted selling slogan of “In the 
California Manner,” will be the theme 
of this floor. 

The store itself will operate and 





MEDIUM PRICED LINE for Western Penn- 
sylvania and vicinity; large following; Sat- 
Address $181, care Boot 


isfactory references. 
100 East 42nd Street, New 


& Shoe re. 
York, N. 





ASSISTANT SALESM®*AN and driver, young 
man with twelve years’ ience in buy- 
ing and retailing high grade s desires job 
to gain road experience; excellent driver; can 
furnish best of references; Owns 1940 DeSoto 
Sedan. Address $190, care Boot & Shoe 
a 100 East 42nd Street, New York, 





FOR RENT 


S PACE TO RENT in our factory buildings 
in Lynn. Inquire of F. Hovey, Treasurer, 
5 Court Street, Boston, Mass. 








BUSINESS OPPORTUNITY 


SEEKING Partnership—want to contact indi- 
vidual having retail shoe business with pos- 
sibility of expansion. Will consider deal to 
open shoe store. Advertiser, man of middle 
age; limited capital. Correspondence invited. 
Address £191, care Boot & Shoe Recorder, 209 
South State St., Chicago, Ill. 








HOTELS 





sT.Louts 











own the department, according to an 
announcement by A. L. Gude. Open- 
ing date is set for about the first of 
August, so the floor will be functioning 
before the September “Back-to-School” 
promotion. 

Since the Gude Building was opened 
this fourth floor has been used as a 
stock room. It has ample selling space, 
being 110 feet deep by 46 feet wide. 
Utilizing it as a sales room, is a move 
long contemplated by the firm, so with 








SHOE STORES WANTED 
FOR CASH 
Men's, women's, children’s shoes retailing 
from $5.00 and up. Short term leases as- 
sumed. Write in confidence to 
A. L. BARIS, ag 


Unusual references on request. 








BUYERS OF 


met git 1 Sy 
URPLUS STOCK 


for ousne? nae 
sats seers 
BARSH & CEASA 


R 
19 N. Fourth St. Phitadeciphia, Pa. 
Phone Market 106 








WE BUY 

us Wholesale and Yn 
Stocks. Also randed Shoes such 
Walk-Over, Florsheim, Enna-Jettick, Vital. 
ity, Arch Preserver. Queen Quality, Bos- 
tonians, Stetson, Red Cross. Nunn- Bush, Ete. 

IRVIN BUBIN 
“The House of Jobe” 
89 Rende St., Cor. Charch 

Phone Barclay 7-7887. New York City 


Entire or 








Buyers of Surplus Stocks 
Wo will buy surplus or entire stocks of shoes 
from manutacturess, jobbers or retailers. 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 


106 Duane St. New Yor 
Phone WOrth 2-5377 and 5378 








CASH 


For Entire Stocks or Surplus Merchandise. 
This is a good time to dispose of them. 
We can use any quantity and pay the highest 
prices. 
CAMITTA SHOE COMPANY 
16 8S. 3rd St. aca t= eel Pa. 
Phone Lombard 20¢ 

















the interest in sportswear at its pres- 
ent height, the management feels the 
venture will prove to be a profitable 
one. William Gude, who now merchan- 
dises the sport and play shoes on the 
main floor, will have charge of the 
shoes in the new department. 








CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
== Advertisements for this page must be in our New York office on Friday of the week preceding publication. “O 
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Air Raid Precautions 
For Shoe Stores 


New York—Shoe retailers operating” 


within the so-called “danger zone” 


along the Atlantic seaboard, whose 


stores might be subject to bombing at- 
tacks in the event that the United 
States should become involved in the 
war, will be interested in suggestions 
contained in an article entitled “Are 
Your Blitz-Plans Made?” which was 
published in the May issue of Footwear 
Organizer, London. 

Among the most essential precau- 
tions retailers should make for air- 
raids are listed the following: 

First, see to your records. Have all 
vital documents, such as leases, con- 
tracts, insurance policies, etc., copied 
and keep originals away from the dan- 
ger zone. 

Second, consider the question of al- 
ternative premises and replacement of 
stock. If present premises are razed 
to the ground, other accommodations 
will be necessary before new stock can 
be delivered. In England, arrangements 
have been worked out by sources of 
supply to help their retail outlets in 
such cases; in some instances retailers 
have “paired,” a store that was spared 
taking in a former competitor whose 
place of business was destroyed. 

Other problems covered in the article 
relate to conditions arising from Brit- 
ish governmental policies, such as the 
rationing of goods, which have not as 
yet reached an acute stage in this coun- 
try. 

The whole subject is treated in the 
article in a calm, matter-of-fact way 
that reflects the spirit in which the 
retailers of Great Britain are meeting 
their great emergency. 


Fresno Store to Move 


In September 


Fresno, CALIF.—The Reliable Shoe 
Store is moving into its new location at 
1155 Fulton Street early in September. 
It will be a very elaborate family shoe 
store, yet not too fancy to scare away 
the nearby trade. Both partners, Jake 
Mittenthal and A. D. Diamond, have 
examined all newly-equipped stores 
within a several hundred mile radius 
as well as studied the new stores re- 
ported in Boor AND SHOE RECORDER. 
Their architects, Burke & Kober of 
Los Angeles, have made completed 
plans which incorporate all the newest 
merchandising studies. 

The men’s department is to be up 
front, just to the rear of the hosiery 
and bags, and the women’s and the chil- 
dren’s departments. An ell-room open- 
ing from the women’s section is to be 
a very fiexible promotional room. Such 
seasonable goods as sandals and play 
shoes in the Summer, ski footgear in 
the Winter, and slippers during the 
holiday season will be featured here. 
All sections will have distinctive de- 
partmental sighs. 
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Leather and Shoe Finders 


To Hold Convention 


“What's the Future of leather? Rub- 
ber? Shoe findings?” That’s the for- 
ward-looking theme of the National 
Leather & Shoe Finders convention to 
be held June 23 to 26 at the Hotel New 
Yorker in New York City. All of the 
commodities dealt in by the members 
of ‘the association reach the public 
through the servicing, repairing and 
maintenance of shoes, and naturally, 
since these particular materials go to 
conserve leather and rubber in new 
shoes, their future may be somewhat 
isolated from factory supplies. 

The convened industry will call upon 
such authorities as Merrill A. Watson, 
vice-president of the Tanners’ Council, 
and George Flint, Rubber Manufac- 
turers’ Association, as range finders to 
help draw a bead on these distant tar- 
gets of prognostication. 

' “The Wholesalers’ Place in The Na- 
tional Defense Program” will be a 
timely subject by Dr. Theo N. Beck- 
man, professor of marketing, Ohio 
State University. 

Presiding at the convention will be 
Charles L. Engstrom, president of -the 
National Leather and Shoe Finders’ 
convention and member of the Presi- 
dent’s National Wholesale Council on 
Defense. 

A committee of prominent judges will 
examine hundreds of photographs, cer- 
tified questionnaires and repaired shoes 
submitted as entries in the National 
Silver Cup Competition sponsored by 
the magazine “Shoe Service,” which is 
sent to 70,000 shoe shops monthly. The 
best shoe shop adjudged from appear- 
ance, merchandising, workmanship and 
management will be awarded the large 
Grand National Silver Cup. The best 
shops in the Eastern, Southern, West- 
ern and Northern States will receive 
the four Sectional Silver Cups. The 
next 25 best will receive Blue Ribbon 
Awards and still others Certificates of 
Award. 

The General Convention Committee 
includes men prominent in the leather, 
rubber and findings industries: Gen- 
eral Committee — William F. Smith, 
chairman; Nathan P. Dworetzky, co- 
chairman; John Blaufox, Richard J. 
Leies, Robert L. Lerch, Morris Marcus 
and Henry W. Schreiber. Entertain- 
ment Committee—John Blaufox, chair- 
man; Nathan P. Dworetzky, Richard J. 
Leies, Robert L. Lerch, Morris Marcus, 
Henry W. Schreiber, and William F. 
Smith. Banquet Committee—Fred Whi- 
ton, chairman; Raymond Hutmacher, 
Charles Jenco, and Paul Landesman. 
Reception Committee— Lou Fors-her, 
chairman; L. E. Adams, M. Berkson, 
R. O. Cropsey, J. A. Harjes, Irving 
Magid and Chas Muntrick. Publicity 
Committee—Thomas G. Smith, chair- 
man; G. Ackerman, Joseph Papa, J. 
Stone and C. F. Trendle. Golf Com- 
mittee—A. C. Grimley, chairman; Edw. 
Johnston and Herman Reisfeld. 

A. V. Fingulin, managing secretary 


IF you are an executive, a junior 

executive, or a person with good 
background, you will find the Vincent 
Edwards Correspondence Course in 
Advertising educational: interesting: 
valuable! 

It is a high-grade course, on an im- 
portant subject, the knowledge of 
which will make you a more effective 
business person. 

It teaches how to write: it teaches 
advertising: it teaches merchandis- 
ing: it develops clear thinking on busi- 
ness subjects. It is an advanced course 
for mature people. 

Write today for the free booklet 
. «it is interesting, inspiring and well 
worth reading. 


VINCENT EDWARDS 
ADVERTISING COURSE 
342 Madison Avenue New York City 

















of the National Leather & Shoe Find- 
ers’ Association, estimates, from ad- 
vance reservations, the largest atten- 
dan-e of history for any of the indus- 
try’s conventions. 


Hayes Heads 


Purchasing Agents 
Boston, Mass.—F. Albert Hayes, 


General Purchasing Agent of the 
American Hide and Leather Company, 
Boston, was elected president of the 
National Association of Purchasing 
Agents at the closing session of the 
annual convention of that association, 
held recently in Chicago. 

Mr. Hayes, who lives in Norwood, 
Mass., has long been active in purchas- 
ing circles, being president of the New 
England Purchasing Agents’ Associa- 
tion and vice-president of the New 
England district of the national asso- 
ciation. He is a graduate of Harvard 
University, Past Master of Orient 
Lodge, A. F. A. M., and treasurer of 
the First Congregational Church of 
Norwood. He is also the recipient of 
the Beaver Award from the Boy Scouts 
of America for outstanding service to 
that movement. 


Opening Remodeled Store 


BeverLyY Hiiis, CAL.—Roe Shoes are 
opening on Beverly Boulevard in a 
newly remodeled 40-foot front store. 
This is one of a chain of popular priced 
shoe stores in which women’s shoes, 
hosiery and bags are featured. Open- 
ing date is set for about the first of 
July. 

















Dates to Remember 
Annual Convention New York State 


Onondaga Hotel, Syracuse, N. Y. 
June 15, 16, 17, 1941 


Annual Summer Convention Iowa 
National Shoe Travelers Associa- 
tion, Chamberlain Hotel, Des 

Moines, Iowa, June 15, 16, 17, 1941 


Fall Showing Mid-Continent Shoe 
Travelers Association, Skirvin 
Hotel, Oklahoma City, Okla. 

June 15, 16, 17, 1941 


Tri-State Shoe Mart, Pennsylvania 
Shoe Travelers Association, Wm. 
Penn Hotel, Pittsburgh, Pa. 

Jaly 6, 7, 8, 1941 


Michigan Shoe Travelers’ Fall Shoe 
Show, Hotel Statler, Detroit, 
Mich. July 7, 8, 9, 1941 


Charlotte Shoe Fair, Hotels Char- 
lotte and Selwyn, Charlotte, N. C. 
July 13, 14, 15, 1941 





Gives Salary Increase 
To Retail Employees 

Boston, Mass.—The French, Shriner 
& Urner Company, manufacturers and 
retailers of men’s custom-grade shoes, 
announce that voluntary salary in- 
creases will soon be effective for all 
employees in their retail division. The 
salary increases, effective June 16, 
amount to 15 per cent for all employees 
earning under $40 a week, and 
10 per cent for employees receiving 
salaries higher than $40 a _ week. 
“This,” says a company announcement, 
“applies to every worker in the retail 
division, which includes French, 
Shriner & Urner departments and 
stores from coast to coast.” 

It was only a short time ago, it is 
recalled, that the French, Shriner & 
Urner Company voluntarily gave all 
its factory employees a 10 per cent 
increase. 





Portland Store to Remodel 


PORTLAND, OrE.—D. H. MacdAllister, 
president of Armishaw’s, Ltd., a lead- 
ing shoe store at 526 S. W. Park Ave- 
nue, here, and Howard MacdAllister, 
vice-president, have announced plans 
for extensive remodeling. Moderniza- 
tion will feature one of the most dis- 
tinctive shoe store fronts on the Pacific 
Coast. 

Entire surface will be covered with 
beige structural glass trimmed with 
two shades of green. Windows on Park 
Avenue are being raised to permit a 
better view of shoe displays. Newest 
type of fluorescent lighting will be used 
in the windows. A new treatment of 
“reeded” window glass will be used 
above the display windows to allow 
daylight into the store. 
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A Buying Guide 


BOOTS AND SHOES 


BELLAIRE SHOE COMPANY, Portland, Me. ........ fs PRS les ce ee hy ld 


CONNEL, J. M., SHOE CO., Braintree, Mass... 6 cc cc edn oy 
ENDICOTT-JOHNSON CORP., Endicott, N. Y. 2... ccc cee ences 2nd Cover 
GERBERICH-PAINE SHOE CO., Mt. Joy, Pa. .... 2... cc eee ee Back Cover 
GOODWILL SHOE CO., Hollliston, Mass. ..... 2... ce cee ee eee eee eeees 40 
HEALTH SPOT SHOE SHOPS, INC., Danville, lil. 22... 2 6 cc cee eee 3! 
JUSTIN, H. J., & SONS, INC., Fort Worth, Texas 2.6.1 cee eee 38 
KRIPPENDORF-DITTMANN CO., Cincinnati, O. .... 2... 626 oe cee ee eee 30 
MRS. DAY'S IDEAL BABY SHOE CO.., Danvers, Mass. ............. Po onts Tele. <i 
ROGERTEHART, Wen, meeme, MOM. 5 5... le Ace a eee 38 
SAGOWOCS SHOE CRP. Pertioad, Wa. 2.6 Ie ln tS 40 
SUPEINGR SHOR Ga Gaeeede, Mos... TIS. RANE... 36 
LEATHER AND OTHER MATERIALS 
ALLIED KID CO., Boston, New York, Philadelphia ........ 2... 6. 25s cee e eee e ene 23 
COLONIAL TANNING-CO., Boston, Mass. .... 2.2... 0. 6. cc eee eee eee 3rd Cover 
KIEFER, EDGAR S., TANNING CO., Grand Rapids, Mich. .......... 2-6-6 5 ese eee 36, 42 
LEVOR, G., & CO., INC., New York City ... ate iy ouxe, 8 
co BN ES ae OO 2. a er rrr ype ere rere frre rte rr rT 6 


MACHINERY, LASTS, MFRS." SUPPLIES, DRESSINGS, Etc. 


CAVALIER CORP., Baltimore, Md. ............-.. eee ese 
DEWEY & ALMY CHEMICAL CO., Cambridge, Mass. .............. 
DU PONT, DE NEMOURS, E. I., & CO., INC., Arlington, N. J. Be hc 





GOODYEAR TIRE & RUBBER CO., Akron, O. 0. .0.0.0. oo ccc cc cece e eee ee eee es 5 
SPAULDING FIBRE COMPANY, No. Rochester, N. H. ........ 3 
UNITED LAST COMPANY, Boston, Mass. ............. . ee cee 
UNITED SHOE MACHINERY CORP., Boston, Mass. .......... ..... ., 8, 25, 32 
UNITED STATES RUBBER CO., INC., New York City .. 2 
STORE EQUIPMENT AND ACCESSORIES 
KAWNEER CO., THE, Niles, Mich. 00.0.0... 35 
SCHOLL MFG. CO., INC., Chicago, Ill. 0.2.2.0... 7 8 
SCOTT FOOT APPLIANCE CO., Omaha, Neb. ........ | .. 
X-RAY SHOE FITTER, INC., Milwaukee, Wis. ......... Sb eS ee 
MISCELLANEOUS 
BARIS SHOE COMPANY, New York City ............ 46 
BARSH & CEASAR, Philadelphia, Pa................ 46 
CAMITTA SHOE COMPANY, Philadelphic, Po. ........ 46 
HOTEL LENNOX, St. Louis, Mo. .... 0.06.60 cece. i oakae 46 
HOTEL LORD BALTIMORE, Baltimore, Md. ..........6.6. 00005. ehh. vacates 39 
KIRSCH-BLACHER CO., INC., New York City 02.0... .6 0c se 
RUBIN, IRVIN, New York City 2.00.00 00 0660 c cece eee eee eden eee cee 
VINCENT EDWARDS & CO., New York City ..0....0.....0..0cccn beer 47 


Boot and Shoe Recorder 






* 





<— 








el 









































5 CRE ie NiO Ee 





oNer 











Rei oe te ty DS mE 





LEADING 
FALL COLUHS 


COLONIAL 
PATENT 
LEAT HED 


These Colonial blues and browns, strongly 


emphasized in early forecasts, are being 
extens ively bought by leading manufac- 
turers. They are the choice of the color 


field .. . exactly as Colonial is the choice 
of the patent leather field, because of its 
dependability and superior working and 


wearing qualities. 
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SCOLONIAL TANNING COMPANY, BOSTON 
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